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and up-to-date equipment. 


been purchased new today.” 





A GRANULIZER USER* WRITES: 


“Usually equipment as old as our Granulizer has been 
made obsolete by the introduction of more efficient 
However, thanks to the 
Gump Exchange Head Plan and our having just 
installed a late style Grinding Head, our Granulizer is 


now as modern and efficient as though it had just 


*NAME ON REQUEST 


No. 777 Gump 
Coffee Granulizer 











EFFICIENT SERVICE FOR YEARS FROM GUMP 
COFFEE GRANULIZERS 


5 all ll 


Experience with these dependable machines 
has been so satisfactory that the "repeat 
order" average shows 3 Granulizers per user. 
One large roaster has 54 units. 


Coffee Roasters from coast to coast 
have found that even after years of 
hard service their Gump Coffee 
Granulizers operate efficiently . 
turn out clean-cut, uniform grinds 
at low cost. 

The basis for Granulizer_ effi- 
ciency and durability is correct de- 
sign and quality construction. Stain- 
less steel is used liberally, to pre- 
vent flavor contamination. Rugged 
heavy-section cast iron and_ steel 
main frame and sub-assemblies re- 
sist fatigue and assure durability. 
Granulizer_ roll corrugations were 
specially developed by Gump engi- 
neers to produce cool, sharp, con- 
sistently uniform grinds that meet 
sieve analysis standards. <As_ the 
rolls dull from normal use through 
the years, grinding efficiency is 
easily restored through the exclu- 
sive Gump Exchange Head Plan- 


with minimum expense and incon- 
venience to Granulizer users. 

And, as Granulizer design has 
been modernized to meet changing 
trade requirements, Gump engi- 
neers have planned advances so that 
users could add new improvements 
to their machines at minor cost. 
Thus, Granulizers put into service 
years ago are “as modern and effi- 
cient as though purchased new 
today.” 

These are the reasons Gump Cof- 
fee Granulizers have been accepted 
by the trade as the standard in 
coffee grinding equipment for many 
years. They are the reasons a Gump 
Coffee Granulizer is your wisest buy 
in coffee grinding equipment today. 
Write for complete details, recom- 
mendations and quotation on the 
model that meets your production 
requirements, 


« F. G U RA | Cc © | a 1312S. Cicero Avenue, Chicago 50, Illinois 





Engineers and Manufacturers Since 1872 





GUMP RAY-NOX COFFEE ROASTERS ¢ GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
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COMPLETELY NEW 


AND COMPLETELY IN 


THE JABEZ BURNS TRADI- 


TION OF MEETING ANY AND ALL 


NEEDS OF THE TRADE WITH SUPER- 
IOR EQUIPMENT, THE BURNS NO. 35 AND 38 


GRANULATORS, together with other 
new companion sizes, are now being installed 
with increasing frequency in the plants of 
‘producers who require the finest, most reli- 
able, most economical, and most efficient 
grinding equipment. 

In exhaustive tests under continuous 
operating conditions, the new equipment 


< 


Two of the new BURNS No. 
35 Granulators recently 
installed and now opera- 
ting in The Kroger Com- 
pany plant in Cincinnati. 





proved its ability not only to turn out sharp 
uniform grinds from regular to ultra-fine, but 
to hold with meticulous accuracy any and 
every grind setting. 

Now, proven by thousands of hours of 
rigid and continuous test operation, the BURNS 
No. 35 and 38 have taken their place in the 
complete line of BURNS coffee equipment. 


A new BURNS No. 38 
Granulator recently in- 
stalled in the Brooklyn 
plant of Albert Ehlers, Inc. 


For complete information on the new line of BURNS Granulators with their 
selective replacement head system, send today for Bulletin No. 35GI. 


JABEZ BURNS & SONS, INC. 


llth Avenue at 43rd Street . 


New York 36, N. Y. 
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Coffee Industry’s Safety Program 
receiving wide support 


This year’s extended “One for the Road” 
safety program is already well under way. 
Sponsored by the Pan-American Coffee 
Bureau, the program publicizes an urgent 
message to millions of people: “For Holiday 
Safety, Make That ‘One for the Road’ Coffee.” 

The Bureau is using outdoor 24-sheet 
posters from coast to coast, and providing 
mats and other materials for use in all adver- 
tising media. 


nationwide response 


As in previous years, the program is 
receiving the support of government and 
safety officials, as well as of the nation’s 
press, and radio and TV networks. 


Many roasters have indicated that they 
are tying in with the “One for the Road” pro- 
gram in their marketing areas. 


As suggested in the brochure sent out by 
the Bureau, roasters have made their own 
plans to use outdoor boards, radio and TV 
commercials, newspaper advertising, and 
display pieces in stores, restaurants and other 
public places. 

Materials for all of these are still avail- 
able to you from the Bureau, free or below 
cost. 


local benefits 


Roasters’ localized campaigns gain power 


and impact from being integrated with the 
Bureau’s overall national “One for the Road” 
effort. They render a genuine public service 
that is concentrated in the roasters’ own 
markets. 

In promoting highway safety, such cam- 
paigns gain prestige and build sales for the 
coffee brands which sponsor them. 


your opportunity 


If you have not already completed your 
plans for participating in the “One for the 
Road” program, there is still time. 


Many of the materials you need can be 
sent to you by return mail. Your local news- 
paper —or your own advertising people — 
can quickly prepare advertisements from the 
free newspaper mats prepared by the Bureau. 


The radio and television commercials, 
which have been written for local sponsor- 
ship, will also be sent to you free of charge. 


Please write the Director of Advertising 
here at the Bureau. 


Sincerely yours, 
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MAXWELL HOUSE 


A DIVISION OF GENERAL FOODS CORPORATION 


extends to the Coffee and Allied Trades 
at home and abroad 
Season’s Greetings and Hearty Good Wishes 
for Progress and Prosperity in the New Year 
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For Matchless Quality 


SOLUBLES 
UNDER YOUR LABEL 


HARNESS our Skill and 
100% Dependable Trade Service 
TO YOUR OPERATION 


HARRISON COFFEE 


CORPORATION 
Coffee Processors 
601 W. 26th Street New York 1, N. Y. Phone: ALgonquin 5-3914 




















To produce coffee it takes the proper soil, the right climate, 
and—credi!. Bank of America, by maintaining a special de- 
partment in coffee financing, offers expert assistance to the 
planter... the shipper ...the American importer and dis- 
tributor. If the international credit facilities of the world’s 
largest bank can assist you, wire or write Bank of America, 


300 Montgomery St., San Francisco, or 660 South Spring St., BD kk { A ° 

Los Angeles—attention International Banking Department. tit go WteTiIrs 
, NATIONAL 28YSTAX2 ASSOCIATION 

Serving Commerce Around the World Dasn MMM Teiid wotastees ooheneteate 


International Banking Departments in San Francisco and Los Angeles 
Bank of America (International), 40 Wall Street, New York 
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a (NNOUNCING 


Y THE NEWEST AND MOST MODERN PLANT FOR THE PRODUCTION 
OF "YOUR OWN BRAND" INSTANT COFFEE. 


Y POWDERED AND LIQUID INSTANT COFFEES OF ASSURED QUALITY 
WITH PROMPT DELIVERY AT COMPETITIVE PRICES. 


Y A COMPLETE SERVICE TO THE COFFEE TRADE. 


INQUIRIES INVITED 


COFFEE INSTANTS, INC. 


133-23 35th AVENUE FLUSHING 54, N. Y. 
Telephone Flushing 3-1444 - 45 











FOR YOUR BEST BLENDS USE 

THE BEST MILD COFFEES IN 

THE WORLD WHICH ARE 
PRODUCED IN: 


COSTA RICA 


- DOMINI FAN REPUBLIC 
‘EL SALV DOR - GUATEMALA 

- HAITK HONDURAS - MEXICO 
‘NICARAGUAYPANAMA- PUERTO RICO 
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/pFeDECAME (FEDERACION CAFETALERA CENTRO AMERICA-MEXICO- EL CARIBE 


ADDRESS : FEDECAME BOX 739 SAN SALVADOR, EL SALVADOR 
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Season’s Greetings 
; from 
The Coffee Trade of Brazil 


BRAZILIAN COFFEE INSTITUTE 
Horacio Cintra -Leite 


120 Wall St., New York 5, N.Y. 





Coffee stays fresh 
3 times longer 
in Flav-0-Tainer! 


One sniff and a housewife can tell if your coffee has been 
properly packaged. The rich coffee aroma and flavor are 
sealed right in! To keep your coffee roaster-fresh give it 
the extra protection of Shellmar-Betner Flav-O-Tainers. 
These durable bags keep coffee fresh 3 times longer than 
ordinary coffee bags. 

The Pliofilm* lining of the Flav-O-Tainer bag lets 
carbon dioxide out, yet keeps flavor-stealing oxygen from 
getting in. All seams are hermetically-sealed, too, and 
when the bag is filled it can be heat sealed, film to film. 

Yes, your coffee is protected from roaster to table, when 
you pack it the safe, thrifty way — in Shellmar-Betner 
Flay-O-Tainer bags. They’re adaptable to all types of 
machine packaging. 





PLIOFILM* liner gives prolonged sales life, pre- 
vents moisture-absorption or drying out. 


SHELLMAR-BETNER bag fills smoothly in automatic 
high-speed or semi-automatic operations. 





*TM, THE GOODYEAR T. & R. CO. 


CONTINENTAL E CAN COMPANY 
SHELLMAR~BETNER 


FLEXIBLE PACKAGING DIVISION 
MT. VERNON, OHIO 
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YOURS for the asking 


The booklets listed below contain spectat- 
ized, detailed injormation on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


§—cRANULATORS 

This is a four-page bulletin with pictures 
and specifications on a new line of coffee 
granulators. The bulletin describes capacity 
and dimensions, special finishing rolls, 
Operation and maintenance, replacement 
heads, etc. Jabez Burns & Sons, Inc., 
llth Ave. at 43rd St., New York City. 


9 mopERN FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10—suverrine PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O’Neill Co., 311 Portland Avenue, 
Minneapolis 15, Minn. 


L]—ruar BAG PACKAGE 

This four-page illustrated folder describes 
German-made automatic flat bag filling and 
closing machines. High speed types are 
said to fill and seal up to 130 bags per 
minute. Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln. U. S. repre- 
sentative: Ulbeco, Inc., 19 Rector St, New 
York City. 


12—corree ROASTER 

“Superior roasts at lower cost’’ is the 
title of this four-page bulletin describing 
the new Gump Ray-Nox Coffee Roaster. 
The roaster is illustrated from various 
angles, and specifications are presented. In- 
cluded is a listing of recording thermometers 
and controls available on the roaster. B. F. 
Gump Co., 1325 S. Cicero Ave., Chicago 
50, Ill. 


13—srore GRINDER 

This illustrated bulletin describes the 
new Super Grindmaster Model No. 500, 
which supersedes the company’s regular 
Grindmaster, featured for the past four 
years. Operation is fully automatic. The 
grind plate is on the front of the machine, 
in full view of the customer, and_ the 
grinds are indicated with an illustration of 
the brewing device, as well as by name. 
American Duplex Co., 815-827 West 
Market St., Louisville 2, Ky. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
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Chicago water, heavily chlorinated, is triple filtered to eliminate 
foreign tastes before it goes into the big coffee urns. Each urn has 
a special flannel bag containing 27 pounds of coffee. Brewed coffee 
is poured into big vacuum cans—three, five and ten gallons—which 


ite eo i tg a 


are scoured twice with an oxygen powder to eliminate stains and 
flavors. Industrial Hot Coffee Service leases four trucks, like the 
one above, to deliver hot coffee in 120-square-mile Chicago area. 
IHCS is said to be the largest single coffee user in the Windy City. 


love that coffee break! 





By DAVID J. ATCHISON 


Back in March, 1949, this publication reported on a then 
young and novel business—a company specializing in the 
sale of hot coffee delivered right to the plant or office. 
(See: “Hot coffee for industry,” Page 12, March, 1949, 
issue.) 

In the 
ROU , 
and competitors. 


years since, Industrial Hot Coffee Service has 
It has grown enough, in fact, to have both branches 


“I didn't know how to brew coffee any more than I 
did how to mix concrete!” 

For somebody who ‘didn't know how,” Chicagoan 
Robert W. Blair is doing all right. Today he’s supply- 
ing more than 250 big offices and industrial plants with 
2,000 gallons of piping hot ‘joe’ bright and early every 
morning. His expected volume for the year was $400,000. 
At six cents a cup, that’s a lot of coffee. 

His nine year-old Industrial Hot Coffee Service buys 
more than a ton of specially-blended grind every month 
from Standard Brands—which makes him the largest 
single user of coffee in the Windy City. 

Mr. Blair loves- and nurtures the American ‘coffee 
break” habit, and has facts and figures to prove that 
workers’ production, whether it be in the office or shop, 
increases after ten minutes of relaxation to sip a steaming 
brew. 

One large insurance office figured it all out. With their 
180 employees, top brass found that IHCS alone saved 
the company $20,000 in lost time during one year. And 
this company sells the coffee to employees at a con- 
venient coffee bar, thus deleting time-consuming junkets 
during the coffee break. 
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That growth is based on the coffee break. The coffee 
industry itself, coming to grips after a year of crisis with 
the problem of selling more coffee, might ponder this 
expansion. 

How much more volume is there in this still largely un- 
touched potential? 

This is IHCS's story—and their brewing formula, on 
which opinion might well differ, is their own. 


Mr. Blair had been in business just a year when a 
personnel manager complained to him that the employee 
cafeteria was operating at a 25 per cent loss—a $2,500 
loss per month; this regardless of the efforts of expert 
chefs and reasonably priced food. Employees continued 
to gripe and to stay away in droves. 

Looking for a fast solution, Mr. Blair went out on a 
limb. “Post a notice on your bulletin boards,” he sug- 
gested, ‘‘stating that after such-and-such a date, cafeteria 
service will be discontinued, but that there will be free 
coffee for all at midmorning and at noon, as a beverage 
to go with lunches brought from home.” 

Two days later the personnel manager was on Mr. 
Blair's ‘phone. “Management went for your plan hook, 
line and sinker!” he shouted. ‘When can you start?” 

For the past cight years, a bell has sounded at mid- 
morning throughout the plant; all hands drop everything 
and line up at the coffee containers which have been 
placed strategically by the IHCS driver, Employees love 
the idea, and the boss smiles, too. Cost to him for the 
hot coffee service is $1,500 a month, compared to the 
former cost of $2,500 in operating the cafeteria. 

(Continued on page 35) 
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D..' miss your chance! 
Participate in this growing field — 
and — get the best. 



































The manufacture of your private 
label instant coffee is our only busi- 
ness! We have no brand of our own. 









































We serve many of the largest 
grocery chains and coffee roasters 
throughout the country. 









































Let us help market your brand — 
our only aim is to produce the finest 
instant coffee obtainable — 























































































































































































































Care MFG. CORP. 
SOLUBLE COFFEE & TEA MANUFACTURERS | 
(180-05 BRINCKERHOFF AVENUE 
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world coffee 


Is expanding 


A special report prepared for Coffee & Tea Industries by the Rome 
headquarters of the Food and Agricultural Organization of the U.N. 


Where does coffee stand now? 


For various reasons, 1954 is a year likely to be re- 
membered by the world’s coffee industry. It witnessed one 
of the strongest price rises in the history of coffee, at a 
time when world production showed definite signs of im- 
provement. It saw the growth of consumer resistance in 
the principa! market, the United States, although no evi- 
dence of declining demand was noticeable in European 
countries. After August, it witnessed a decline in prices 
as unexpected, if not as pronounced, as the previous rise. 

Events in 1954 cannot be explained without a brief 
review of former years. Since the liquidation of the large 
government-held Brazilian stocks in 1949, the world has 
been living from current supplies. During 1949-1953, 
world output averaged only 2,300 thousand metric tons, or 
5 per cent below the prewar average of 2,420 thousand 
tons. Brazil's share in world production had fallen from 
60 per cent in the prewar period to 48 per cent in 1949-53, 
while production outside Brazil—in French and Portuguese 
Africa, in Colombia and Mexico, expanded During these 
five years, high levels of consumption had been maintained 
in the United States, and European buyers had entered the 
world market in greater strength. In fact, imports into 
Europe in 1953 were 30 per cent greater than in 1949. 
Limited by U. S. ceilings from 1951 to 1953, coffee prices 
had remained fairly stable around 50 to 54 cents per pound. 

But the continuous depletion of world stocks had made 
the market vulnerable to short-term changes in supply. 
Last year's frosts in Brazil created fears of impending 
shortages in 1954. Prices, both on the wholesale and retail 
level, rose steeply, supported since early June by a high 
Brazilian minimum export price. 

However, world production in 1953-54 has turned out 
larger than anticipated, and is likely to exceed the prewar 
average for the first time in postwar years. The slightly 
lower Brazilian crop of 1953 was more offset by record 
harvests in Colombia and French West Africa; a marked 
recovery was noticeable in Indonesia, and the high price 
level encouraged the early sale of the Central American 
crops. Thus, the United States was able to draw increasing- 
ly on supplies from sources other than Brazil, and imports 
from the latter fell off sharply after April. 

The modification of Brazil's exchange regulations in 
August, 1954, was followed by a precipitous decline of 
prices, and at the time of writing, their future course cannot 
be evaluated. However, the comparatively low level of 
world stocks at the beginning of the main buying season 
is likely to warrant a larger trade activity in the next months, 
accomplished by a steadying of prices. 


Where is coffee headed? 


Barring adverse weather conditions, reports from pro- 
ducing countries point towards a larger volume of output 
in 1954-55, despite the reduction in Brazil’s 1954 crop. 
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FAO coffee specialist Dr. Pierre Sylvain in Ethiopia, inspecting a 
small coffee plant near Ambo, at an 8,000 foot altitude. 


Area planted since 1949 in response to higher prices will 
come into production for the first time. Exceptionally large 
crops are forecast in Colombia and Mexico, and there ts 
evidence that the smaller Latin American producers are 
stepping up their output. Satisfactory results are expected 
in Africa. 

After almost two decades of stagnation, the world’s coffee 
production is heading towards expansion. This raises a 
question of vital interest to coffee growers: Will the world 
be able to absorb the increasing output at current prices? 

In the short run, it seems likely that the continuance of 
the present high level of economic activity in the United 
States will provide a gradually expanding market, although 
no spectacular results can be expected. 

The size of the U.S. market is such that a 2 per cent 
yearly increase in imports would by itself absorb about a 
1 per cent increase in world output.. 

European consumption which is still 15 per cent below 
prewar years, can be expected to recover further if present 
income levels are maintained, notwithstanding the postwar 
shortfall of imports into Eastern Europe. Such a comeback 
in the next two or three years would take up a 3 to 4 per 
cent increase in world production. With general economic 
development and better living standards, consumption should 
rise in Latin American countries. 

Long-term forecasts are hampered by the lack of statistical 
data. Too little is known about the age distribuvion of trees, 
newly planted area and number of trees, and the size of re- 
plantings, to assess the rate cf growth of production. How- 
ever, by the end of this decade, when new plantings in 
Brazil, especially in the high yielding areas in Parana, and 
in Mexico and Africa have come into full bearing, output 
can be expected to increase considerably. But optimism over 

(Continued on page 35) 
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sell coffee— 


as it’s never been sold before 








By JOHN F. McKIERNAN 


As this issue goes to press, the coffee industry of the 
United States and guests from producing countries are meet- 
mg at the Boca Raton Club, Boca Raton, Florida, for the 
National Coffee Association's 44th annual convention. 

Here, from an advance copy, are highlights from one of 
the key reports to the convention, by Mr. MeKiernan as 
SCA’S executive vice president. 

Full coverage of convention proceedings will appear im 
the January, 1955, issue of COFFEE & TEA INDUSTRIES. 


This has been a year during which the industry has been 
malingned, and sometimes it almost seemed convicted, by 
headlines and rumors, if not by political fiat. 

These have been trying times for the coffee industry. 
Thus when we read of the fearsome things the coffee in- 
dustry has been charged with 
perpetrating, we are disturb- 
ed. These in the main are 
roasters, these are the com- 
panies that sell to the public, 
these are the companies that 
according to the official Fed- 
eral Trade Commission ‘‘Re- 
port on the Investigation of 
Coffee Prices,” on page 206, 
shows profits that were /ower 
in 1953 than for any of the 
five years under review, 
namely 1949 through 1953. 

I believe that if 1954 records had been available they 
would show even a /ower profit than did 1953—if any 
profit at all! 

The attacks were fruitful. The inevitable result 
that the consumer, her mind conditioned by the things she 
was reading, hearing and televiewing, began to show her 
indignation in the retail market places. 

You have scen here a motion picture which pointed up 
the contrast between the promotional efforts of coffee 
and those of our competitors. Because of time limitations, 
that movie presented only a sketchy picture of the enor- 
mous differences in our respective campaigns and budgets. 
But I have here just a few clippings which, I believe, will 
give you a broader idea of the handicaps we've been working 
under in our attempts to retard the decline of coffee sales. 

Let’s start with Food Field Reporter, November Ist: 
“American G. I.’s in continental United States are now be- 
ing issued a one-half pint per day /zcrease in milk, under a 
new arrangement between the U.S. Department of Agri- 
culture and the Army Quartermaster Corps. The Com- 
modity Credit Corp. will pay a substantial part of the cost 
for the increase.” 

From Tide magazine, November 20th: 


was 


“The boom in 
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automatic milk vending will continue next year as dairy 
firms extend their marketing areas farther from their plants, 
according to Department of Agriculture experts who expect 
final figures will show a jump of 25 per cent in milk 
vendors this year alone.” 

From Printer’s Ink, November 12th: ‘The American 
Dairy Association this week authorized a 15 per cent jump 
in its 1955 budget. Broadcast media get biggest slice—two 
million, $2,870,000 of the $4,000,000 appropriation.” 

From Tide magazine again, November 6th: ‘‘Results of 
a survey earlier this year showed a seven per cent increase 
for milk consumption over last fall. While other beverages, 
except coffee and beer, also gained, it was felt that the 
jump in milk consumption was a direct result of the Ameri- 
can Dairy Association’s /imited milk promotion in the latter 
part of 1953.” Their budget now is four million dollars 

And now about tea. 

From the “Fountain, Luncheonette & Diner,’ Novetaber 
“Hot tea sales in restaurants have been moving 

By the end of this 
in annual restaurant 
a 400,000,000 cup of 
This year’s 


issue: 
steadily ahead for the last two years 
year, hot tea’s permanent increase 
sales will amount to 15 per cent 
$40,000,000 gain at ten cents a cup over 1952. 
merchandising and ad campaign will be the most intensive 
the tea industry has ever undertaken.” 

The Tea Council is spending $1,700,000 on its current 
campaign. Incidentally, the week of next January 14th 
will be “Take Tea and See Week’’—a national hot tea pro- 
motion sponsored by the Council. 

Meanwhile, the seft drink and beer industries 

(Continued on page 31) 
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NCA convention elects McKiernan 
president, names O'Connor, Ransohoff 


The National Coffee Association's 1954 convention has 
elected John F. McKiernan president under the or- 
ganization's revised constitution, according to a last mmute 
flash as this issue goes to press. 

Mr. McKiernan was formerly executive vice president. 

The convention, meeting at Boca Raton, Florida, named 
retiring president James M. O'Connor chairman of the 
board of directors, a new position. 

Arthur L. Ransohoff was elected vice chairman of the 
board. This is expected to be a key post under the new 
set-up. 

Full reports of convention: discussions, decisions and 
soctal activities will appear in the next issue of COFFEE 





& TEA INDusTRIES, formerly The Spice Mill. 
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it’s under - consumption 
—not excess production 








By JAMES M. O'CONNOR 


Here are highlights from the keynote report to the 44th 
animal convention of the National Coffee Association, pre- 
sented by Mr. O'Connor as president. 

The convention, underway as this issue goes to press, will 
he covered in full in the next issue of COFFEE & TEA IN- 
DUSTRIES. . 

During the early months 
of this year, reports of frost 
damage to Brazil's 1954-55 
crop indicated that there 
would be an extremely tight 
supply of coffee throughout 
1954 and possibly through 
most of 1955. As was to be 
this caused a 
spiraling of coffee 
prices, which continued until 


expected, 
green 
carly April when prices 

reached a level never before 

known in this country. 

Naturally, roasted coffee prices also had to be increased 
accordingly. 

These sharp and constant rises eventually created stiff 
consumer resistance and they also attracted the attention 
of the press, radio and television commentators. The 
great bulk of this publicity was decidedly unfavorable to 
coffee, and the situation was intensified by statements and 
investigation emanating from Washington, 

Despite all efforts to cope with the situation, the con- 
sumption of coffee fell off drastically. This caused serious 
hardship for practically the entire U.S. coffee industry, 
and some of the medium and small size companies have 
actually had to struggle for survival. 

Last May, the consensus of opinion of NCA’s Board of 
Directors was that since about the middle of March 
retail sales had declined a net of 15 to 20 per cent— 
probably nearer to the latter figure. 

About mid-August, Brazil changed her exchange regu- 
lations for the purpose of bringing about a lower dollar 
price for coffee. That action was acclaimed by the US. 
coffee industry, and the reduction in the price of green 
coffee was almost immediately passed on to the consumers. 
Although those lower prices helped to regain some of the 
lost volume, latest reports from a reliable source indicate 
that coffee roastings in this country are still running 
about 13 per cent below the corresponding periods of 
last year, and that retail sales are down by 10 to 11 per 
cent. 

This same reliable source estimates that coffee imports 
into this country during the calendar year 1954 will be 
no more than 17,000,000 bags. This compares with 
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21,016,681 bags in 1953—a decline of about 20 per cent 

It is clear to all of us that consumption is down be- 
cause prices have not been generally acceptable to the 
public, and price is still our major problem, 

Many consumers have discontinued buying coffee and 
have turned to other beverages. A great many others 
are excessively watering the coffee in order to obtain a 
greater number of cups per pound. Coffee compounds 
and coffee stretchers have been appearing on the market 
in increasing numbers—all to the dctetriment of coffee 
consumption. 

The big job confronting all of us today is to regain the 
sales volume that we lost, and then go on from there to 
greater heights. That is why we have adopted for this 
year's convention the slogan, “Let's Scil Coffee.” 

The problem takes on added significance in view of 
the more plentiful supplics of green coffees which are 
becoming available to the market, and the jcb of selling more 
coffee is one which we, of course, have in common with 
the producing countries. Obviously, until we can  in- 
crease our sales of roasted coffee, we cannot increase our 
purchases from the producing countries. 

I am inclined to view the present exportable surplus 
of green coffee in the light of under-consumption rather 
than excess production. From my talks with many of 
the leaders of the U.S. coffee industry, as well as many 
persons outside of our industry, I am satisfied that we 
have never approached the potential coffee consumption 
in this country. 

Because of droughts, war, O.P.S. ceiling prices, and 
frost, it would appear that 1948 was the last year which 
could properly be regarded as a normal coffee year. 
During 1948 we had a civilian per capita consumption of 
18.3 pounds. If we had maintained that same per capita, 
with the increase in population which we have had since 
then, we would now be importing coffee at the rate of 
about 22,600,000 bags per year, including about 60,000 
bags for the U.S. military services. 

At what price should coffee sell in order to be satisfac- 
tory to all concerned? I don't presume to know and | 
don’t believe that anyone can give a specific answer to 
the question. Price levels are eventually decided by the 
law of supply and demand, and the consumers determine 
the demand. It is, therefore, our hope that any plans 
of any government for the defense of coffee prices will 
be sufficiently flexible to give proper consideration to the 
collective voice of the consuming public, as registered 
in terms of their volume of purchases. 

We are all in business to make a profit, and none of 
us wants ever again to see coffee prices fall to the point 

(Continued on page 45) 
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coffee’s year of history 





By ALBERT HANEMANN 


Here's another of the key reports to the National Coffee 
Association's 1954 convention, at Boca Raton, Florida. 

The convention, underway as this goes to press, will be 
reported fully—in words and pictures—in the next issue 
of CorFEE & TEA INDUSTRIES. 

We meet at Boca Raton 

after a year which is certain 
to go down as an_ historic 
one in the annals of coffee. 
The events which shook the 
coffee industry in the 12 
months since we met were 
and 
sometimes they were start- 
ling. 

Not only is the precipitous 
advance in prices that took 
place unparalleled by any 
past performance, but the 
subsequent decline, brought 
about by a combination of causes only too familiar to 
all of us, is probably the sharpest over so short a period 
of time in the history of any commodity. 

It is only natural that such abnormal movements should 
bring about serious repercussions to every segment of 
the industry both here and abroad. Our government, 
probably forced to take action by the pressure of public 
opinion—which, incidentally, is proof of the important 
position held by coffee—directed the Federal Trade Com- 
mission to conduct an investigation of coffee prices. In 
addition, several investigations were authorized by the 
Congress. 

Rarely ever has any commodity been subjected to more 
adverse publicity and propaganda on all sides and through 
every medium of communication. Throughout _ this 
storm of criticism and often violent denunciation, the 
industry itself maintained it’s composure, confident 
through it all that by patience and perseverance, wise 
policy and sound merchandising, coffee would retain it’s 
proper place as America’s favorite beverage. 

During this period of trial, there were some who felt 
that the National Coffee Association should take drastic 
action and perhaps reply in kind to all of the abuse and 
criticism that was so unfair and so unjustified. However, 
there are times when it takes more courage to maintain 
one’s composure than to take drastic action 
may be premature and unwise, 


indeed extraordinary 


action which 

Let no one think, however, that the National Coffee 
Association did not act. 

Early in January, a special meeting of the board was 
held in Chicago at which the board directed that a cable 
be dispatched immediately to the First World Coffee 
Congress than meeting in Brazil, voicing grave concern 
over developments affecting the American coffee con- 
sumer and urging the Congress to do everything possible 
to bring increased production of coffee. 
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At it's March meeting in New Orleans, the board 
adopted a resolution seeking to obtain increased U.S. 
technical agricultural assistance for the coffee producing 
nations of the world so that they might improve and 
increase coffee production as a means of providing a 
better balance between supply and demand. 

At subsequent appearances before Congressionl sub- 
committees, and at every opportunity, spokesmen for the 
National Coffee Association continued to stress the im- 
portance of increased production as a prerequisite to a 
normal and healthy condition within the industry, and as 
a stimulus to an ever-increasing consumption of coffee in the 
US3A. 

The National Coffee Association, looking beyond im- 
mediate problems, prepared to meet the needs of an 
ever-increasing population with a view ultimately of sub- 
stantially increasing the consumption of coffee. It 
recognizes that no industry can continue to grow and re- 
main virile in an economy of scarcity. The policy of 
the association gives consideration to the growth and well- 
being of the American coffee industry by seeking to make 
available to the American consumer a superior drink in 
ample supply, within the means of everyone. 

May I say here that it is also a policy which obviously 
gives sympathetic consideration to the economic health 
and growth of the coffee producing countries of the world, 
whose interests and fortunes are so closely linked with 
ours. 

Our statesmen should rejoice over the bounty of a 
providence which has provided a product so enjoyable 
and so popular with the American people, non-competi- 
tive with our own agriculture, and which plays such an 
important role in the economy of our Latin American 
neighbors. 

What opportunities are thereby provided to cement 
friendly relations with every coffee producing country, 
and by mutual trade to promote the well-being of one 
another through private enterprise! 

The essential task of the industry now is to leave no 
stone unturned to regain by hard work, effective publicity 
and intelligent advertising, the enviable position which 
traditionally belongs to coffee in the field of beverages. 
The highly efficient work which has been done by the 
Pan-American Coffee Bureau should not only continue, 
but their efforts should be extended. 

The present situation poses a challenge to the Public 
Relations Committee of the National Coffee Association. 
and it is gratifying to know that the capable members of 
that committee are already devoting enormous energy to 
the work. 

I hope you will forgive me for taking this rare op- 
portunity of saying a word about the Army Coffee Ad- 
visory Committee. Within the next few months, we will 
celebrate the 15th anniversary of the formation of the 
Army Coffee Advisory Committee, and I am quite sure 
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West Coast coffee in review 





By MARK M. HALL, San Francisco Representative 
Coffee & Tea Industries 


In looking back over this year in the coffee market, 
it is evident we experienced a period of the most violent 
convulsions in the industry's history. 

To try to even approximate the reasons for what hap- 
pened one has to take into account the economic and 
political factors. The purely speculative forces played 
their part, but on the whole it could be said that they 
merely gave impetus to movements which had _ their 
Origin in economic and political policies. 

It is a question whether more accurate crop reporting 
with better account of supplies on hand, a free market 
with no holding back of crops in the interior of produc- 
ing countries, and an absence of high minimums would 
have resulted in a different story. 

The United States sets aside the laws of supply and 
demand by withdrawing from the market through high 
loan values such quantities of a commodity as might de- 
press market prices. To do this successfully, even for a 
short time, a country must have the capacity of the 
United States for printing money. To many, the day of 
reckoning has not come yet. When this is tried by 
Latin American countries on a crop which is largely 
exported, and with their limited finances, it seems to have 
proved a hazardous undertaking. 

The economic groundwork for the years’ price move- 
ments could be said to have come from the frost in 
1953. It was the estimate of the extent of the crop 
loss from the freeze which led to much of what happened. 
After the low points of the fall of 1953, prices began to 
rise in November and December of that year. Business 
picked up in those months for importers, and Brazil 
prices which had been in the 50's moved into the 60's. 
The rise continued into January. At first roasters bought 
only as they needed coffee, but as the market rose they 
entered it more deeply. It was believed by importers 
on the Coast that coffee was in a tight, or at least a 
balanced, statistical position. Brazilian interests sup- 
ported the futures market and seemed to believe the sup- 
ply situation would not improve. Roasters thought that 
the market was going up and bought heavily. In January 
and February, 12,698 more tons entered the harbor of 
San Francisco than in the same months the previous 
In the latter part of February and early March 
Brazil prices entered the 80's. Wholesalers and retailers 
were buying heavily at this period. Retail prices went 
up, but always lagged behind the roasters’ relative prices 
to wholesalers. Some of the roasters were working over- 
time. The trade began to wonder just what effect high 
prices would have on the consumption of coffee. 

In April there was a state of real confusion among 
Buying at high levels 


year. 


the coffee men in San Francisco. 
became risky for the importer. They were in a squeeze 
between the producer and the roaster. It was hard at 
times to get offerings. Coffee spiraled from around 58 
cents for Brazils last December to a high of 96 cents 
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By DOUGLAS WOOD 


ey oust 





"Metcalf—take a look in the back room and see 
if we have any more of that 50 cent coffee.” 


Brazilian fixed its support 


in April. The government 
at 87 cents. 

After these tops the market receded to the 80's, in 
May. In the meantime, coffee coming into the port of 
San Francisco showed increases over the previous year. 
Coffee could be bought retail for $1.06, with a wholesale 
price of $1.24. Business with the roasters had been good. 
Wholesalers and retailers were stocking up, so there was 
no telling from roasters’ sales whether there was any 
resistance on the part of the ultimate consumers. 

As the pipe lines filled up and roasters slowed down 
on buying, green men began to complain about business. 
The market had bounced up and down so much they 
were seeing double. Colombiin’s had dipped below 
Brazils. This was contrary to tradition. In June things 
were definitely dull. The coffee business for the green 
man, had become feast or famine. With a premium on 
Brazils, roasters were buying Colombians. Brazils 
were entering the port. Exporters in Brazil were holding 
stocks and seemed more coffee than 
cruzieros, which might be devaluated. 

Some green men expressed the fear of devaluation by 
Brazil, It was also felt that a price struggle would take 
place between the roasters and the exporters of coffee. 
It was said in June that the time would come when things 


Less 


satished to have 


might happen pricewise, but no green men would hazard 
a guess as to when. Apparently many who suffered from 
the break later, in August, had anticipated the events 
but were merely wrong in their timing. 
Also expressed at the time was the thought that the 
(Continued on page 46) 
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can be had as a complete 
package plant, engineered 
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new ‘package’ plant for instants 








The Vulcan Engineering Division of The Vulcan Copper 
and Supply Co., Cincinnati, is now making public some 
of the details on the new instant coffee process which is the 
result of many years of study and experimentation by the 
operators of Penndale, Inc., and several years of Vulcan 
experience in the instant coffee field. 

Called the Penndale-Vulcan Process, it yields a product 
which is the closest yet in flavor to home brewed coffee. 
The product of this process is said to be instantly and com- 
pletely soluble in either hot or cold water, with no lumps 
sticking to the spoon or cup, and without the unnatural 
foaming characteristic of much soluble coffee. 

Penndale's plant at Lansdale, Pa., where the process is 
utilized, was placed in commercial operation early in 1952, 
and since then it has been producing instant coffee packaged 
for sale under the respective labels of Penndale’s customers. 

Development of the process has continued during the 
operation of the plant, enabling Penndale to keep well 
ahead of the rising quality and yield standards of the in- 
stant coffee business, the company reports. 

The fresh brewed coffee flavor of the product is reported 
to result from the fact that the extraction step in the Penn- 
dale-Vulcan Process closely simulates home brewing of 
coffee. In contrast to the direct “pressure cooking” type of 
extraction at temperatures of over 300°F., the extraction of 
the important coffee flavors is conducted at atmospheric 
pressure and temperatures similar to those in the home 
percolator—about 200°F. 

In order to achieve the high yields required by current 
instant coffee economics, and at the same time avoid the ex- 
tended exposure of the coffee to excessive temperatures 
necessary in equipment which performs extraction, hy- 
drolysis and washing simultaneously, the Penndale-Vulcan 
Process provides equipment which efficiently performs these 
three operations separately. 

First, the precious fraction of fresh, ground, roasted 
coffee which quickly dissolves in water below the atmos- 
pheric boiling temperature is removed from the grounds 
at the peak of its flavor in a continuous countercurrent ex- 
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tractor. The grounds are then subjected to a rapid high 
temperature solublization in a continuous hydrolyzer, after 
which the new coffee solubles are refined te remove off- 
quality flavors and washed from the grounds with water be- 
low the atmospheric boiling temperature. 

In this way, the rich coffee flavors obtained under con- 
ditions simulating the home brewing process are protected 
from the high temperatures eventually used to obtain high 
yields. 

Preservation of the delicate coffee flavors continues in the 
dehydration steps of the process, where operation under 
vacuum is utilized to avoid exposure of the product to air 
and high temperature. After a preliminary evaporation 
to concentrate the extract, the final drying is carried out in 
a continuous vacuum dehydrator in which the coffee is 
dried on a rapidly moving stainless steel belt to produce the 
distinctive free-pouring, rich-colored coffee crystals character- 
istic of the Penndale-Vulcan Process. 

A recent agreement between Penndale and Vulcan makes 
the Penndale-Vulcan instant coffee process available in com- 
plete package plants, engineered and constructed by Vulcan. 

These plants, shown diagrammatically in the accompany- 
ing simplified flowsheet, are complete with facilities for 
roasting, grinding, extraction, dehydration, product packing, 
warehousing, spent grounds incineration, steam generation, 
water treatment, air compression, packing room air-condition- 
ing, railroad siding, electric substation, the building, space 
heating, lighting, drains, sewers, offices, laboratory, locker 
rcoms and maintenance shop, all designed for integrated 
performance on the basis of commercial plant operating ex- 
perience with this new process. 

Uniformity of product and ease of operation result from 
the use of a continuous thoroughly instrumented system. 


Want to live to 106? 


Mrs. Angelian Rauseo, of Elizabeth, N. J., died recently. 
She was 106. 

She attributed her longevity to keeping active, a good 
appetite and 12 cups of coffee a day. 
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can instant coffee grounds be composted? 





By Dr. EHRENFREID E. PFEIFFER, 


Can coffee grounds be composted? The answer is of no 
great importance to the housewife—but it can be over- 
whelming to the manufacturer of soluble coffee. 

Disposal of coffee grounds by the soluble plant is nou 
at best troublesome and at worst, expensive. 

Luring the industry is the possibility of converting this 
by-product from a liability into an asset. One method may 
be composting the grounds into an agricultural advantage. 

Some of the most detailed work along these lines has 
been done by Dr. Pfeiffer, an agricultural consultant who 
is a leading exponent of biodynamic farming. 


The B. D. Compost Starter mentioned in the article is a 


concentrated mixture of several varieties of beneficial soil 
bacteria, plus growth promoting substances. 


We have been approached with the question whether 
coffee residue (or grounds) will lend itself to composting 
and produce a suitable organic fertilizer. 

Various tests in composting coffee wastes were made 
during the late summer and fall of 1952. Here are the 
findings: 

1. Coffee grounds alone, without the addition of other 
materials, will take a considerable length of time to de- 
The piles made from coffee grounds alone will 
will require 


compose. 
need frequent turning and aeration, i.¢., 
expensive handling. 

2. Coffee grounds in mixture with other raw materals 
decompose very well. 

3. Several mixtures were tried successfully as follows: 
20%. 
10% : 
10% ; 


a. Coffee grounds 30° garbage 50%; soil 
b. Coffee grounds 30%; sawdust 40% ; soil 
c. Coffee grounds 50% ; sawdust 20%; soil 


manure 20% ; 
manure 20% ; 

lime 5%. 
All of these mixtures produced a humus type compost 
For comparison, garbage mix- 


three to four 


after four to six weeks. 


tures in garbage composting require 


weeks. 


The mixtures were treated with the B. D. Compost 


Biochemical Research Laboratory 
Threefold Farm 
Spring Valiey, N. Y. 


Starter at the rate of one ounce per each ton of raw 
materials. The resulting product was earthly, did not have 
a coffee odor, and the granular particles in it were soft 
and fell apart after grinding and drying. 

and “'b” 
the ‘‘c’ mixture a 


little 
fe Ww 


test- 


The results with mixtures “a” were a 
better than that with “c’. In 
soft coffee and sawdust particles remained after the 
ing period, but it can be assumed that a few more weeks 
of fermentation would break them down. 

One sample of coffee grounds before treatment analyzed 
on an “as received” basis as follows: Total nitrogen 
0.62 per cent at 68 per cent moisture; pH 4.4 per cent, 
i.e., very acid. 

The acidity can be reduced in compost mixtures by 
bacterial action and/or by means of the addition of neces- 
sary amounts of ground limestone, preferably dolomitic 
limestone However, no more than 100 pounds per 
ton of compost mixture will be necessary. 

Mixture ‘a’, after the completion of the fermentation 
and drying, analyzed as Total 092 
per cent at 8.2 per cent moisture; pH 6.0 per cent, Le., 


follows: nitrogen 
slightly acid. 

This slightly acid condition makes it a good compost 
especially for nurseries and acid loving plants, such as 
azaleas and We mention this because 


many compost and manures tend to be alkaline and are 


rhododendrons. 


not suitable for acid loving plants. 

From the practical viewpoint of obtaining a compost 
casily applied, a mixture with other organic wastes 1s 
preferable. 

It is therefore necessary to find out whether the pro- 
ducer of coffee wastes is in a position to undertake the 
processing of the material or prefers to deliver the coffee 
wastes to a general composting plant in the area. Such 
general composting plants (for garbage and other organi 
wastes) are under consideration. In this case the coffee 
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C. BENDIKS, INC. 
Exporters 


225 Magazine Street 
New Orleans 12, La. 


H. L. 
Importers - 


96 Front Street 
New York 5, N. Y. 


BLUE PLATE FOODS, INC. 


Coffee Division 


760 Magazine St. New Orleans, La. | 


BOODY & CO., INC. 


Coffee 


IRVING R. 


120 Wall Street New York 


T. BARBOUR BROWN & CO. 


Coffee Brokers and Agents 


95-97 Front Street 


New York 5, N. Y. | 


INC. 
1914 


Reconditioners 


BURTON, PARTLAND & CO., 
Certified Public 
Carloaders 
221 Front St. 


We ighers Nince 
San Francisco, Calif. 


BUSH TERMINAL COMPANY 


Warehousing 


100 Broad Street 











CAROLINA PEPPER ASSOCIATION 
Carolina Long Red Pepper 


| Florence South Carolina 


B. F. CLOSE COMPANY 
Coffee Brokers 


| 105 E. Third St. Cincinnati 2, Ohio 


r CONTINENTAL COFFEE COMPANY 


Coffee Roasters 


| 375 West Ontario St. Chicago 90, Ill. 


GEO. FRIEDMAN CO. 
Tea Brokers 


| 96 Wall St. New York 5, N. Y. 
GENTRY 
Onion and Garlic — Chili and Paprika 
| ~ Sinee 1919 — 
| Box 2076, Terminal Annex Los Angeles 54, Calif. 


M. GOLODETZ & COMPANY 


Importers, Merchants, Exporters 


i 120 Wall St. New York 5, N. Y. 





GRATALE BROS., INC. 
Tea Trucking Our Specialty 


| 7H Second Street Hoboken, N. J. 
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HAAS BROTHERS 
Coffee Importers 


San Francisco, Calif. 





HILLS BROS. COFFEE, INC. | 


Coffee Roasters 


San inns Calif. Si N. J. sf 


MAX HORWITZ CO., INC. 
Tea Merchants 

Tea Bag Manufacturers h 

194 Water St., N. Y. BO 9-8159 | 


INTERNATIO-ROTTERDAM, INC. | 
Importers | 


San Francisco 4, Calif. | 


LEON ISRAEL & BROS., INC. 
Coffee Importers 
Brazil — Colombia 
San Francisco 11, Calif. 
LEON ISRAEL & BROS... INC. 


Coffee Importers 


New Orleans 12, La. 
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JARDINE, BALFOUR, INC. 
Tea Importers 


1 dinecved St. 


New York 5, N.Y. - 





FRANK B. JOHNSTON 
(rreen Coffee Broker 
Tea Broker 
I | 303 Natchez aids. 
| LIPTON TEA 
| Brisk -Never Flat 
| Thomas J. Lipton, Inc. 


Flavor 


| INC. 


Custom House Brokers 


MAERSK LINE 


Moller Tne. 


Steamship Company, 
General Agents 


MAXWELL HOUSE 
DIVISION OF GENERAL FOODS CORP. 
Mariwell House Coffee, 
Yuban Coffee, Sanka and Instant Sanka 
Hoboken, New Jersey — 


McCORMICK & CO., INC. 
Teas, Npices and E.wtracts 


| Baltimore 2 


MERCHANTS ‘CARLOADING CO.. “INC. 


Freight Forwarders 


| Pier 8, North River 
| | New York 6, N. Y. 


407 So. Dearborn St. 
Chicago 5, Ill. 
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New York 4, N. Y. 


Instant Maxwell House. 
k 227 No. Peters St. 
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W. J. MORTON, INC. 


Green Coffee | 
180 S. Central Ave. Los Angeles 12, Calif. | 


NATIONAL TEA COMPANY 


Importers, Roasters, Distributors 
Natco Brands 
1000 No. Crosby St., Chicago 








NORTON 
Broker 
New York 5, N. Y. | 


J AMES P. 
Coffee 
104 Front Street 


OULL IBER “COFFEE COMPANY, INC. | 


Roasters 


313 dhtancninenii St. New Orleans 12, La. | 


PNEU MATIC SCALE CORP. L TD. 


Heat Seal Tea Bag Machines 


65 Newport Ave. Quincy, Mass. | 


PRADAT & DOUGLAS 
Public Weighers and Gaugers 


New Orleans, La. 








INC, 


Agents | 


LL. “RIC HESON & SONS, 
Pies Freight Brokers—Forwarding 
IMPORT EXPORT 
F.M.B.-F.F. Reg. No. 238 — 624 Gravier St., N. O. 
_ Carloading/Unloading — Weighing/Sampling 


DAVID ROSSMAN, INC. 
Coffer 


New York, N. Y. 


86 Beekman Street 
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S & W FINE FOODS, INC. 
Roasters & Packers 


| 155 sivas St. 


- 565 Fifth Ave. 


San Francisco 19, Calif. § 387-91 Greenwich St. 











SCHANZER, 


Chicory and Coffee Substitutes 


ol 610 South Peters St. 


SC H I L L I N G 
Division of 


| McCORMICK & CO., 
13 301 Second Street 


OR R. E. 


INC, 


JOHN SEXTON & CO. 


Coffee Roasters — Spice Grinders 
Chicago—Long Island City—Pittsburgh—Atlanta 
<a OE ae Francisco 


SIMPSON & CO., INC. 


Agents and Brokers 


EK. H. 





| 96 Wall Street 


SOKOL & COMPANY 
Kidible Seeds, 
Lentils, 


Npices, Herbs, 
Chick Peas, ete. 


Importers 
| Naffron, Paprika, 
|| 241 East Illinois Street 


Stewarts Private Blend Coftee tics 


845 WEST WASHINGTON BLVD., CHICAGO 7, IL"'!NCIS 


Coffee and Tea 


TEA AND COFFEE CO. 
| Coffee Roasters 
| 2278 N. Elston Ave. 

Tel. 


| SUPERIOR 


Humboldt 9-1000 


CECEMBER, 1954 


INCORPORATED 


82 Beaver Street 
New Orleans, La. -; 


San Francisco 7 67 Broad Street 


New York 5, N. Y. 


ee 11, Ul. 


Chicago 14, Ill. 


SWANSON BROTHERS, 
Coffee Importers 
149 W. Kinzie St. 


INC. 

Chicago II, Ill. 
TEA PACK COMPANY 

The Complete Tea Bag Packing Service 


367 Greenwich St. New York 13, N. Y. 


Member, Tea Association of the U.S.A. 


Tea Importers 


New York, N. Y. 


UNITY WAREHOUSE CO., INC. 


Warehouses — Distribution — Trucking 


" WESP WEIGHING COMPANY | 


Weighers and Samplers 


_ Boston ~ _ ~ Los Angeles 


WESSEL, DUVAL & CO., INC. 


Coffee 


[west gen 


WEST BEND ALUMINUM CO. 
Automatic Percolators 

Urns and Drip Coffee Makers 

West Bend 


Importers 


WESTFELDT BROTHERS 
528 Gravier Street 


INC. 


Rooms 


WEST SIDE WAREHOUSES. 
Modern Tea Stovage—Clean 


416-424 Washington Street 


S. J. WINES COFFEE, INC. 
Roasters and Packers 


645 - | Ith Ave. 


ZANDER & CO., INC. 
Green Coffee Jobbers 
Import Agents 
415-17 Gravier St. 


-TOLEDANO & PINTO (AMERICA) Inc. 


H | 


“4 
New York 13, N. Y. YS 


New York 5, N. Y. | 


Wisconsin | 


New Orleans, La. | 
New York 13, N. Y. | 
San Diego | 


New Orleans 12, La. | 
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coffee's year of history 
(Continued from page 18) 





that it is the oldest standing committee of the association. 

After so many years I feel it is fitting for me to pay 
tribute to my colleagues on this committee, Jim O'Connor, 
our Chairman, and Jack Duff, the Pacific Coast repre- 
sentative, and to say to them what a pleasure it has been 
to me to have served so long with them. It is continuing 
work, which goes on month after month, and it provides 
added proof, if proof were needed, of the value of the 
National Coffee Association to its members and to its 
country. 


Did the coffee cure him? 

St. Louis police were puzzled recently. 

A burglar broke into a grocery and made off with 88 
pounds of coffee, butter, cheese, sausage and cigarettes. He 
forgot his crutch. 


sell coffee— 
as it's never been sold before 
(Continued from page 15) 





the trade associations of those industries—are spending 
additional millions to promote their beverages as beverages, 
without reference to brand names. The Florida Citrus Com- 
mission is reported to have approved a record appropriation 
of $5,500,000. 

What does all this mean? It means that other beverage 
industries are increasing their sales while coffee consumption 
declines. 

Between 1946 and 1953, according to the Pan-American 
Coffee Bureau, coffee imports increased only 1.7 per cent 
while population in the coffee drinking age increased by 
8.6 per cent. 

I urge you to consider these figures. The trend ts ob- 
vious. 

I suggest that you roasters whose sales have fallen off 
ask yourselves this question: “Is this consumer resistance 
to a brand, or consumer resistance to a commodity?” It 
would seem that the correct answer is obviously consumer 
resistance to a commodity. 

Before we can regain the actual sales volume we have 
lost over the past year, we must first exert all the energy, 
all the talent—and, very importantly—every dollar we can 
muster to regain the considerable amount of public goodwill 
we have lost. It will be only when we have accomplished 
the latter objective—of re-selling the public on coffee— 
that we'll be able to start selling coffee stse/f at an accelerated 
rate, 

Last May Peter Folger, then president of the Pacific Coast 
Coftee Association, and his farsighted group, took the 
initiative in passing a resolution urging the NCA to take 
appropriate action to raise a public relations fund to pro- 
tect the best interests of the industry. They promised their 
support. The New Orleans Green Coffee Association did 
likewise, and recognizing the need for prompt measures 
even undertook a local campaign in New Orleans. 

We received similar resolutions and letters of support 
from the Chicago Coffee Association, the St. Louis Coffee 
Club, the Colorado Coffee Association and the Northwest 
C>ffee Association. 

This problem is the concern of all those who make up the 
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coffee industry, and also of those who are allied with the 
coffee industry and are dependent on it for a share of their 
corporate livelihood. 

And so the time has come for us to sell coffee harder 
than it’s ever been sold before. But I need not tell you that 
we won't sell more coffee just by having more of it to sell. 
We've got to promote and merchandise coffee at least as 
hard as our competitors—even such groups as the California 
Wine Growers’ Association, which earlier this year came 
up with this slogan: “If you can't sleep because of soaring 
coffee prices, take a tip from us—drink wine with your 
meals.”’ 

And where are coffee’s markets today? I say they're just 
about every place you look. Age groups may bulge and 
flatten. For example, nearly half the ent’re population of 
the U.S. today is under 26 and over 65 years of age. Taste 
buds and palate preferences can be changed—more people 
are drinking more tea, citrus juices, milk and soft drinks 
than ever before. And fewer people are drinking a full- 
bodied flavorscme cup of ccffee. 

Market is everywhere 

But the market for coffee is everywhere. It includes 
those who eat 70,009,000 meals daily in restaurants, diners 
and hotels; it includes those 40,000,000 housewives whase 
loyalty to coffee supports the industry; it includes those 37,- 
000,000 who have a coffee break each day; it includes those 
un-tapped millions of pre-voters in the 17-19 age group, 
and it includes those great masses of consumers whose pa- 
tronage and goodwill must be won back from the strong- 
holds cf resistance brought about by the events of the 
past 12 months. 

For nearly 200 years coffee has been a member of the 
American household. It has been a family friend and 
table confidante. Let us keep it in its rightful place. 

In this industry campaign to sell more coffee, this asso- 
ciation should assume a leading role—just as it should un 
all matters concerning the trade. The N.C. A. exists to 
serve you—the representatives of the United States coffee 
industry. If each of your companies contributes its cooper- 
ation, if each is willing to think and act beyond its own im- 
mediate interests—in order that the industry as a whole will 
be strong—then, in the long ren, we will sclve our problems 
and make progress. I submit that the NCA—your assoct- 
ation—guided by the experience and talent of its officers 
and committees—should lead the way. 


A rough year 

All in all, gentlemen, we've had a pretty rough year. 
We've taken more than our share of challenges, insults 
and unjustified accusations. But I, for one, am not dis- 
couraged. Why not? Because I have seen not one solitary 
sign of weakness within our ranks. On the contrary, I 
have seen evidences of fortitude and a spirit that can’t be 
overturned. Although we've lost some ground in _ the 
marketplaces, cur competitors are aware that we're still 
very much on the scene. 

If we approach our task realistically we can accomplish 
much, If we try to find panaceas there will be disappoint- 
meats, frustrations and recriminations. 

Here, in convention, we have the opportunity to muster 
our forces and to plan our strategy. And I am confident 
that all of you are with me when I say that we are wasting 
our time here—yes, wasting our time here—if this con- 
vention doesn't send us back to the marketplace, equipped 
and determined to sell coffee as it’s never been sold before. 
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world coffee is expanding 
(Continued from page 14) 





this favorable trend should not be allowed to obscure the 
real possibility that at the end of the decade, production 
may outstrip demand with serious effects on prices. 


What should the industry do? 


Under these circumstances, the unlimited expansion of 


area under coffee should not be the ultimate goal of the | 


industry. The achievement of higher productivity per tree 


and per man-hour is of the utmost importance to offset | 


higher production costs and, in some countries, scarcity of 


labor. 


With the exception of Brazil and a few other countries, | 
It is essential | 


coffee is predominantly a smallholders’ crop. 
to assist smallholders to attain highest efficiency both in 
methods of production and quality of output. 

Great progress has been made by research workers in 
experiment stations with respect to plant selection, suit- 
able methods of cultivation, fertilizing, and combatting 
disease; but the results of research will have to be trans- 
mitted to farmers through an expanded network of agricul- 
tural extension services. 

More agricultural credit facilities, both short and long 
term, should be made available; in some countries, marketing 
could be further improved. 

While the standards of curing are traditionally high in 
Latin America, there is scope for improvement in some 
African growing countries. 

Finally, it may be timely to stress the urgent need for 
better statistics on area, tree population and yields: such 


statistics are esential for meaningful forecasts of future | 


development and from the groundwork of which further 
improvement can be based. 
Agricultural planning in most coffee growing countries 


degree. 


Progress in these directions, however, depends on inter- 


The Food and Agri- 


national as well as national efforts. 
culture Organization of the United Nations through its 


Technical Assistance Program and other activities, is playing | 
a useful part by helping to make available to governments | 


and to growers the results of modern research. 


Such collaboration can contribute substantially to the | 


prosperity of all concerned in the coffee industry. 


love that coffee break! 
(Continued from page 12) 





Industrial Hot Coffee Service actually grew out of a | 
In 1945, when Mr. Blair was | 
sales manager of the Vacuum Can Co., he noticed the | 
growing volume of inquiries coming from large offices | 
“How can we serve hot coffee to our | 
employees right on the job?” they wanted to know. | 


need for such a service. 


and factories. 


“How can your big vacuum cans fit into the picture?” 


Prospects invariably liked the containers, but: “Where | 


would you get such a quantity of coffee?” Mr. Blair 
would inquire. 
“Restaurants, probably.” 
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the 200 gallons of coffee you'll need. They wouldn't 
have enough for their regular trade. Let me ask some 
catering services if they can supply you.” 

Coffee? There's no profit to be made in coffee alone, 
Mr. Blair was told by several of Chicago's big catering 
houses. Not interested. 

“Guess we'll have to do it ourselves,” he suggested 
casually to management at Vacuum Can. “Here's an 
opportunity for us in an untried field.” 

Mr. Blair was given the green light to set up Industrial 
Hot Coffee Service as a strictly independent division, with 
himself as manager, and with the understanding that the 
parent company would keep “hands off.” 

How do you launch an idea? First, you must have 
working quarters. After weeks of searching for a satis- 
factory location, Mr. Blair found a one-story building out 
on Chicago's near-northwest side, a grimy place formerly 
occupied by a small foundry. 

From scratch 

“It took us three months to clean it up,” he reminisces, 
“and once it was clean, what did we have? Nothing. No 
equipment, nobody to run any equipment, no coffee, and 
nobody who knew how to make coffee in large quantities.” 

But start he did, brewing 35 gallons a day, and peddled 
it with the help of a salesman and a part time truck 
driver. “Customers must have thought it was really 
horrible stuff. To me, it tasted like lye, and it was plain 
that I didn’t know what I was doing.” 

Gradually, however, Mr. Blair picked up good brewing 
methods and learned the right blends that had taste ap- 
peal to most coffee drinkers in the Chicago area. His 
coffee will now stand up in quality for eight to ten hours, 
retaining its freshness and heat in the big vacuum con- 
tainers. 

During the first 18 months of applying his idea, he 
proceeded cautiously. When his small plant got up to 
a volume of 300 gallons a day, he felt it was time to ad- 
vertise. He placed. and continues to place, weekly ad- 
vertisements in the financial section of a leading Chicago 
newspaper, and the fourth week goes into the women’s 
pages to let them know he has het coffee ready for their 
parties and picnics. The latter probably accounts for the 
fact that there is only a ten per cent drop in business 
during the hot summer months, where there once was a 
30 per cent slump before he began to advertise. 


Price swings? 


What about the unsteady coffee market? No bother 
to IHCS. The more confused people become, the more 
the inquiries to Mr. Blair by phone and letter. ‘‘There 
are about 20 six ounce cups in a gallon and our price. 
delivered with cream and sugar, is $1.15 a gallon, or a 
little more than a nickel a cup,” he explains. “This com- 
pares with 85 cents a gallon when we started, at a time 
when coffee was selling for 47 cents a pound.” 

Early in the year 1954, when blended coffee prices 
rocketed, the increase cost Mr. Blair only one third of a 
cent a cup. Explanation: “We've learned to apply 
scientific principles to brewing coffee. First, the water 
is triple-filtered through charcoal to remove chlorine 
and foreign tastes before it enters the urn. This means 
a lower absorption of coffee during the brewing process. 
Special flannel urn bags and other technical devices per- 
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mit us to get more than three gallons from each pound of 
coffee. Then, experiments with coffee roasting firms 
resulted in our specialxklend that will keep its flavor for 
12 hours after brewing.” 

Somewhat defiantly, IHCS uses only about seven per 
cent Santos compared to 40 to 50 per cent in most com- 
mercial blends. The special blend, made especially for 
them by Standard Brands, has a higher percentage of 
Medellin, Guatamalan and Mexican coffees. Their flavor- 
retaining qualities are all-important, because most of the 
brewed coffee stands in its heat-retaining, glass-lined cans 
four to six hours before being served. Twenty-six pounds 
of this special grind are put into one of the three king- 
size urns at one time. 

Three, five and ten gallon AerVoid (vacuum) con- 
tainers are cleaned twice before refilling, scrubbed with 
an oxygen cleaner and scalded. “This is important, even 
to the housewife with her small coffee maker. Old 
stains in any pot will completely change the original 
flavor of even the freshest coffee.” 


Out at 4:30 a.m. 

Employees at IHCS begin their work day an hour or so 
before Mr. Rooster lifts his head from under his wing. 
At 4:30 a.m. the company’s four leased trucks back in 
to load up for the first of their three trips in which 
they cover more than 120 square miles of the city. 
Trucks are rented because “in our business everything 
depends on timing. If one breaks down we can rent 
another very quickly.” 

From the start, the answer to the “sanitary” problem 
has been to furnish, at slightly above cost, imprinted 
paper cups, wooden spoons or sticks, and paper plates 
for sweet rolls or doughnuts. 

Industrial Hot Coffee Service is mushrooming. Re- 
cently Mr. Blair started ten new “plants,” four of them 
in cities normally hot the year ‘round: Oklahoma City, 
Tulsa, Los Angeles, St. Louis, Dallas, Newark, New 
Orleans, Buffalo, Milwaukee and Kansas City. These are 
independent businessmen, dependent upon THCS and the 
Vacuum Can Co. to keep them supplied. “This branch- 
ing out increases the sale of our AerVoid containers, of 
course.” 

$10,000 investment 

He furnishes them all with newspaper copy, direct 
mail material, accounting systems and all other necessary 
equipment. To get into business adequately in a town 
of 100,000 or more population, and investment of 
$10,000 is a “must,” Mr. Blatr explains. 

“Why — didn’t somebody think of this before?’ he 
asks. “Almost every man has visions of being his own 
boss, and anyone with modest capital can, in an operation 
like ours, get to the point where he’s selling 500 gallons 
of coffee a day and realizes 15 to 20 per cent net.” 

Coffee is not a fad, and Mr. Blair is certain there’s not 
a chance of something replacing it. Besides, “this is the 
only business I can think of that will not overtax a man 
along in years. I jumped into it at age 54 and built an 
unheard of type of business.” 

Business recession? ‘There was a lot of talk last 
March about a ‘recession’ or ‘leveling off. Could be 
that our customers were affected, but we weren't. 
Looking at our books, we found it was the biggest month 
we'd ever had. Bigger headaches need more coffee!” 
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World coffee production 
for 1954-55 now forcast 
at 41,800,000 bags 


Total world production of green coffee for the marketing 
year 1054-55 is forecast now at 41,800,000 bass (of 132,276 
pounds each) by the United States Deparment of Agri- 
culture 

Offsetting 
American areas and Angola were the upward revisions of 
production in Mexico, Indonesia, Ethiopia and Uganda 

The previous forecast of 18,000,000 bags total production 


the reduced estimates from many Central 


for Brazil is maintained. On this basis registered produc- 
tion for Brazil would total 14,900,000 bags after allowance 
of about 21,100,000 bags for unregistered consumption. 

Instituto Brazilicro do Cafe estimates of registered pro- 
duction are now reported to be 14,500,000 bags, or within 
100,000 bags of the previous USDA forecast. Until recent- 
ly the Instituto Brasiliero do Cafe had maintained that 
registered production would total not more than 13,500,000 
bags 

The estimate for 1953-54 is revised upward by 232,000 
bags to a total production of almost 41,700,000 bags, as 
final export data from various producing countries indicate 
i larger production for that season. 

The forecast for world exportable production for the 
marketing season 1954-55 is 33,700,000 bags, compared 
with 33,800,000 bags (revised) for 1953-54 and 32,600,- 
000 bags for 1952-53. 

Import and price data now available are combining to 


clear the once confused coffee picture as it pertained to the 
United States, says USDA It apparent that 
United States importers pressed the market last winter for 
It is 


prices, 


has been 
green coffee greatly in excess of normal requirements. 
apparent that the high 

powdered coffee sales jumped, lower grade (and lower 
price) coffees were used in the Un'ted States and the use 


: 
also housewife resisted 


of substitutes for coffee increased. 

These factors affected a further increase of available cof- 
fee supplies through partial non-use of cotfee, USDA 
continues. The factor which was not so readily apparent, 
particularly to the producing countries which endeavored 
to stabilize prices at the higher levels, was the fact that the 
United States was not forced to dip into normal inventories 
until about m:d-September. Since that month, requirements 
above imports have been supplied from normal inventories 
(about 60 days supply). 


Stock situation 

While hand-to-mouth buying has continued to a large 
ex‘ent, the stock situation has made necessary the imports 
of coffee more in line with monthly United States con- 
sumption requirements. 

With the 1954-55 crop of coffee now moving to market 
from non-Brazilian sources, supplies are more liberal and 
point to a continued buyer's market, with increasing carry- 
overs in the exporting countries. 

The pattern of imports and consumption in Europe close- 
ly paralleled that of the United States during the past year, 
with the exception that the Europeans apparently maintained 
their stock position through October at a reported three 


months supply of coffee 
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FARESP launches campaign 
against coffee speculators 
in Brazil, with trade policing 


The men who grow coffee prefer a stable market to 
artificially high prices and are just as opposed to specu- 
lation and overpricing as the American consumer 1s, 
according to the head of the biggest association of coffee 
growers in the world. 

Salvio Almeida Prado, head of the coffee growers 
division of the Federation of Rural Societies (FARESP) 
in the Brazilian state of Sao Paulo, where more coffee 
is grown than anywhere else, is spearheading an all-out 
campaign against speculators in coffee. 

“Gamblers ought to get out of coffee entirely and leave 
it to the farmers, the legitimate traders and the consum- 
ers,’ Mr, Prado declared. “When those speculators get 
their hands on coffee, they ruin it for everybody, grow- 
ers and consumers alike.” 

Mr. Prado was invited to the United States by the 
National Coffee Association, for its annual convention 
in Boca Raton, Florida. At Boca Raton, he said, he 
would try to work out an understanding between Brazilian 
growers and the U.S. coffee trade for common policing 
of the industry against speculators. 

“I don't think government bodies can do much about 
it,” he commented, “because few politicians know enough 
about coffee to tell a speculator from a cultivator. It's up 
to the coffee men to police the industry and toss the 
gamblers out.” 

He said that Brazilian coffee farmers “feel the same 
way about speculation in coffee as the American farmer 
does about speculation in soybeans or cotton.” We coffee 
farmers don't make a cent out of the speculation, and at 
the same time it hurts our long-term consuming markets,” 


he said. 


Bolivia planning to get into coffee growing 

Alberto Canedo, Bolivian Ccensul General in New York 
City, has confirmed that plans are under way to use lands 
formerly monopolized by the coca leaf for expansion of 
ceffee production, according to a United Nations article. 

“This is a surprising by-product of the land redistribution 
undertaken by the regime of President Victor Paz Estenssoro,” 
the article says. 

Various technical-assistance agencies are helping the Bo- 
livian government to stimulate agricultural improvement in 
the western plateau and other regions. Meanwhile, the 
government, eager to put the idle acreage to work for the 
national economy, is planning to use it to expand coffee 
crops, which are now restricted to about 5,000 hectares (a 
hectare is 2.47 acres). 

If sufficient investment capital becomes available, Mr 
Canedo said, the coffee lands can be increased to 1,000,009 
hectares. Last year, he explained, Bolivia began by plant- 
ing 600,000 trees, representing an initial cost of $1.00 to 
$1.50 a “‘cafeto,”” or coffee tree. The objective for the cur- 
rent year is 1,500,000 to 2,000,000 trees. 

With employment last year totaling 20,000 persons in 
this industry, he said, the margin for absorbing additional 
personnel would be almost 250 per cent, if either domestic 
or foreign capital could be obtained. 

Last year’s coffee crop was 30,000 bags, or 1,800 metric 
tons. 
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PACB unleashes heaviest 
“one-for-the-road” 
promotion in all media 


The Pan-American Coffee Bureau's sixth annual Christ- 
mas-New Year highway safety campaign, keyed to a 
“make that one-for-the-road coffee” theme, is receiving 
its heaviest promotion in the program’s history this year, 
the Bureau has announced. 

“One-for-the-road” is a public service operation design- 
ed to accomplish two main goals: (1) to dramatize, at 
the right psychological moment, the danger of driving 
while under alcoholic influence; and (2) to take ad- 
vantage of coffee’s recognized sobering qualities by sug- 
gesting that holiday party-goers and other merrymakers 
drink coffee instead of something stronger as their “‘one- 
for-the-road” beverage. 

More than 2,500 24-sheet posters, over 1,000 of them 
illuminated, are carrying the one-for-the-road message on 
billboards in high-traffic lacations in 370 cities and towns 
throughout the country. Full-color reproductions of the 
posters, in window streamer size (30 by 131/) inches), 
are displayed in thousands of grocery stores and restau- 
rants. Back-bar posters and table tents are displayed in 
taverns and restaurants throughout the country. 

The Bureau is also using magazines and television to 
promote the one-for-the-road message. 

Magazine promotion is concentrated in such publi- 
cations as Good Housekeeping, McCalls, Woman's Home 
Companion and Ladies’ Home Journal. Television cover- 


Inspecting model of Pan-American Coffee Bureau's 24-sheet outdoor 
poster on "one for the road" campaign are (from left) Vincent V. 
Van Beuren, Outdoor Advertising, Inc.; Charles G. Lindsay, PACB 
manager; William Greene, chairman, National Conference of State 
Safety Coordinators; Richard Russell, vice president, Robert W. Orr 
Associates, Inc., a PACB advertising agency. 


age features dramatic announcements on the Dave Garro- 
way show, ‘Today.” 

Newspaper coverage ts concentrated in 1,000-line mats 
and coffee cup mats featuring the slogan: ‘Make that 
one-for-the-road coffee.” Mats are provided free of 
charge to companies or organizations wishing to push the 
program under their imprint. 

Details of the program, with 


information on tie-in 
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promotional possibilities, were recently presented to coffee 
roasters and their ad agencies in a cross-country 14-city 
tour by Charles G. Lindsay, Bureau manager. The total 
audience ran to almost 600. 

The Bureau manager also reported on other PACB pro- 
motional projects for the 1954-55 fiscal year. The coffee 
break program, a campaign which encourages the spread 
of time-out-for-cotfee periods in the home and at work, 
will continue to account for a major share of the Bureau's 
promotional budget, Mr. Lindsay said. 

“A very substantial part of the Bureau's total budget 
for the year has been allotted to the Coffee Brewing 
Institute,’ Mr. Lindsay said. One of the Institute's 
principal functions is to disseminate, to housewives and 
restaurant operators, correct coffee brewing procedure. 

Among the devices being featured for this purpose is a 
full-color slide film, covering both urns and vacuum coffee 
makers. 


Cut traffic death toll in 1954 


with coffee stops, expert advises 

More than 38,500 people will die in motor vehicle 
accidents in the United States by 1954's end if highway 
mishaps continue at their present rate, according to L. S. 
Harris, executive director of the American Association of 
Motor Vehicle Administrators. 

Mr. Harris said excessive speeds would be responsible 
for most deaths. He advises drivers to start long trips 
early in the morning and to “slow down and live,” and 
suggested that they follow the practice of avoiding 
“tenigue” by making ten-minute stops every two hours for 
coffee and for a rest from driving tension and fatigue. 
He recommends that windows be kept open and drivers 
changed every two hours where possible. 

This program was chiefly responsible for an Army 
accident rate reduction from 2.6 per 100,000 miles to 1.7, 
compared with a civilian rate of 2.5, he said. 

Mr. Harris based his accident estimates on 1953 acci- 
dent figures. 


Proctor named to Antrim board 

George S. Proctor, sales manager, has been elected to the 
board of directors of C. W. Antrim & Sons, Inc., Richmond, 
Va. coffee roasters, President J. Linwood Antrim, Jr., an- 
nounced. 

A native of Fredericksburg, Mr. Proctor was with the 
local firm from 1934 to 1943 before becoming basketball 
and baseball coach at Virginia Polytechnic Institute. 

He remained at VPI until 1947, when he became di- 
rector of athletics at the Hampden-Sydney College, a position 
he held until rejoining Antrim two years ago. 

Proctor also has coached basketball at John Marshall 
High School here, and is a former Southern Conference 
football and basketball official. He currently is serving 
as chairman of the Richmond Rotary Club's youth activities 
committee. 


Dallas coffee firm in new building 

The Dallas Coffee and Tea Co., Dallas, Texas, is in oper- 
ation in its new home at 3123 Slocum, Trinity Industry 
District. 

The 11,000-square-foot single story building houses both 
processing facilities and offices of the company. 

Former quarters were at 1205 Camp. 
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can instant coffee grounds be composted? 


(Continued from page 25) 





wastes can be processed with the other materials. 

It is sugested that the coffee wastes make up 30 per cent 
of the entire mixture. A composting plant which proces- 
ses 100 tons of organic wastes per day could therefore 
absorb 30 tons of coffee wastes per day. This is at a mod- 
erate moisture level of 35 to 50 per cent. If the coffee 
wastes have a higher moisture content in proportion, 
more could be used. 

From the economic viewpoint, it will be necessary 
to know at what price and in what quantities it can 
be delivered to the composting plant, in order to de- 
termine whether the cost of handling in relation to the 
fertilizer value warrants its use. 

We have based our opinion on the nitrogen content, 
since this is the most important and also most expensive 
component. A 0.62 per cent ctf 
the source material is moderately low, bu comperes 
However, 7: 


nitrogen content of 


favorably with manure on a moist basis 
compost manufacturer should produce a finished «os 
with a nitrogen content of at least one per cer* 
there are other nitrogen sources available, t1.:. 
not be reached. Therefore, the coffee wastes have saluc 
only as a mass filler and they will not be sought for their 


yot 
.AtCSS 


goal will 


high value. 
As a filler they 
such 


are considerably better than many 


other wastes as sawdust, flax ‘hive, cotton wastes 


and straw. The compost manufacturer should not reect 
the coffee grounds, and it would be a pity not to use 
them. They will, however, not produce a high grade 
fertilizer, but will do well as a soil builder or soil amend- 
ment. 

The other question is whether coffee grounds alone 
could be composted at the source. This is possible if 
they can be mixed with at least 20 per cent (preferably 
30 per cent) soil or sludge. The fermentation period will 
be longer and a large area for the fermentation piles 
will be necessary for stockpiling. These piles will prob- 
ably need two turnings, which can be done with a 
frontend loader. Otherwise the method of bacterial 
processing, screening and dehydration of the finished 
product is the same as that for general composting. 

Before deciding whether or not to use coffee grounds 
for composting, it is advisable to conduct a few ‘‘field 
tests’ with large amounts. Piles of 50 to 110 tons of 
coftee wastes in mixture should be tried on a pilot basis. 
a “hand built” scale with the use 
From the behavior of 


‘this can be done on 
of a small loader or bulldozer. 
these piles, final conclusions could be drawn in regard 
to the value of the compost and the economy of handling. 

No such tests are necessary if the coffee wastes are 
used in combination with the operation of a general 
composting plant. 

This laboratory is willing to conduct and supervise 
any such tests for a consideration to be agreed upon, 
inasmuch as the present survey justifies the advisability 
of the use of coffee wastes under certain conditions. 
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it's under-consumption 
—not excess production 
(Continued from page 16) 





where production will not be properly remunerative to 
the growers. We had an experience of that kind back in 
the 1930's, when prices reached such a low level tha 
farmers neglected coffee production and turned to the 
growing of other crops, which would yield a profit. 

With the greatly increased consumption which has 
come about during the past 14 years, we have suffered 
from that lack of production, particularly since about 1948. 
With the expanding market to which we are looking for- 
ward during the coming years, let’s pray that produc- 
tion will not fail to keep pace with this increasing demand. 

And here’s an extremely important consideration in 
our plans to sell more coffee. Salient as it is, the advent 
of a price acceptable to consumer and grower alike will 
not, by itself, achieve the sales volume we should have. 
From the standpoint of promotion, coffee as cotfee— 
rather than any particular brand—has trailed. far behind 
competitive beverages. 

I have said on many occasions, and I repeat now, that 
I think the advertising on public relations work of the 
Pan-American Coffee Bureau has been highly commend- 
able. But, like our own public relations activities, it 
has been limited by inadequate funds. If we are to block 
the heavy inroads being made into coffee consumption by 
the milk, tea, soft drink and beer industries—all of them 
backed by enormous promotional funds—then we are 
going to have to invest considerably more in the promo- 
tion of coffee as a beverage. 

The need for such additional funds is greater now 
than ever before, and at the direction of the Board of 
Directors I appointed two special committees to work on 
this matter. One committee, under the chairmanship of 
George Robbins, has been working with the Pan-American 
Coffee Bureau and the proper officials in the producing 
countries. The other committee, under the chairmanship 
of Earl Ackerman, has been endeavoring to develop a 
plan for expanding the public relations activities of NCA. 
Both committees have been devoting a lot of time and 
effort to the job, and we owe our thanks to them. 

Regarding the economic outlook for the coming year. 
I think we can all take courage from the following state- 
ment recently issued by the U.S. Department of Com- 
merce: 

“Consumer spending has often been called the most 
important single driving force behind the U.S. economy. 
The outlook for 1955 is that, quite probably, this force 
will grow more powerful. Personal consumption spend- 
ing rose steadily through each of the first three quarters 
of 1954. Personal incomes have been rising during the 
past few months, and consumers are showing less of an 
urge to save. All this makes fertile soil for sales next 
year. 


Boutwell now with Manning’s, Inc. 


Charles C. Boutwell, long experienced in the coffee field 
as green coffee sampler, blender, roaster and buyer with a 
coffee firm on the Pacific Coast, has become affiliated with 
Manning's Inc., a leading coffee roasting firm, as regional 
sales manager of Texas.. 
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Sale of “coffee-milk’’ 
o.k.’d by North Carolina 
The sale of ‘‘cotfee milk 


ized recently by the State Board of Agriculture 


in North Carolina was author 


Approval of cotfee-flavored milk was requested by Mose 
Kiser, 


1110n 


manager of the Guilford Dairy Cooperative Associ- 
He predicted it would increase milk consumption 

too broad 
milk 


use of any wholesome flavoring with milk 


The board rejected as a suggested general 


definition for ‘flavored which would permit the 
It then decided to legalize the sale of “coffee milk’ in 
addition to ‘chocolate milk,’’ which has been authorized for 


a number of years 


Mrs. Hooper, head of Tulsa coffee 


company, dies at age of 71 

Mrs. Gerturde Hooper, president of the Hooper Brothers 
Coffee Co., Tulsa, Okla., died recently at the age of 71. 

She had been president of the firm since the death of her 
husband, the late Basil A. Hooper, founder of the com- 
1941. 

Hooper was born in Dixon, Mo., and came to 


pany, in 
Mrs 
Tulsa from Missouri in the early 1900s. 


West Coast coffee in review 
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final arbitrator of the s:tuation would be the consumer. 
As it turned out, the reduced consumption of coffee 
finally broke the whole price structure of coffee which 
Green coffee prices 
due to the 


the Brazilians had tried to set up. 
would have led to $1.25 coffee retail, but 
turn of events, the consumer was saved the necessity of 
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@ True Characteristics of Mild 
@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Expert Care in Final Removal of Defects 


facing the problem of buying at this high point. They 
had spoken out in no uncertain terms. 

During July green men said that when Colombians 
went below 84 cents ex-dock, roasters began to buy. 
It did drop to 83 cents, but at that it below 
Brazils, 
vantage of the Brazilian umbrella. 

Reports were that the Brazilian government was ready 
They felt 
the 


Was 


Colombia was selling a lot of coffee, taking ad- 


to support the exporter as well as the grower. 
that United States would have to go to them for 
10,000,000 bags of coffee needed to carry them to the 
end of the year, It was also thought at this time that 
there would be something of a squeeze before the new 
Colombian crop came in in September and the Centrals in 
November and December. Thus was laid the basis for 
holding stocks, or buying by some importers. Other 
green men later said they were out of the market at the 
time, or were selling short. Hewever, there was some 
basis, as stated above, for believing the market would 
hold at the then existing levels, but they did not reckon 
on the unknown element of devaluation, fears of which 
some had expressed. 

From the highs in April, prices receded with wide 
fluctuations to a low point in early August, then went 
up to around 90 cents. It was over the weekend of 
August 14th, 15th, 16th that the Brazilian government 
announced the devaluation of the coffee cruziero. The 
move allowed 20 per cent of the coffee dollar to be con- 
verted at the open rate of exchange. This amounted to 
increasing the coffee cruziero from an effective rate of 
23.36 cruzieros to 31. cruzieros. In other words the 
exporter received the same number of cruzieros he had 
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under the support price of 87 cents, but the dollar 
equivalent was 65 cents. In a matter of two days Santos 
4’s dropped 12 or 13 cents, and later lost as much as 
17 cents. Colombians experienced a similar drop, going 
to a point slightly above 69 cents. 

The high prices which led to market fluctuations were 
based on fears that there was a shortage in coffee but— 
as it was reported later—there was no decrease in world 
production despite the Brazilian freeze of 1953. Total 
world production in 1953-54 exceeded world consumption 
by 40,400,000 bags. In mitigation of the Brizilian po- 
sition, it can be said that the 87 cent minimum was not 
used as the prices climbed, but only after they had de- 
clined from the peak of April. 

Where are we now? 


After all these breathtaking events, it is fair to ask, 
“Where are we now?” During the middle of November, 
the market strengthened. Brazils were in the upper 60's, 
spots crossed 70, while Colombians have ranged from 68 
to 71 for December. Distant futures are in the lower 
50's. At least the distants do not indicate confidence 
in the future of coffee prices. The strength at this 
period is running true to form, but opinion is bearish 
after the first of the year. Stocks of roasters and spot 
supplies of importers are down and the anticipated squeeze 
could take place for the balance of the year. Afloats and 
spots were said to be at a premium in New York. This 
tightness is not expected to last long. 

To the roaster events mean that there is a limit to the 
price the consumer will stand. The consumer has proved 
to be the final arbitrator in the struggle. 

Business is experiencing the usual winter pick-up, and 
it is claimed by one large roaster that the improvement 
is basic as well as seasonal. Roasters can now lick their 
wounds and count their losses, along with the importers. 

It is probable that coffee prices, even though they might 
go down, will be more moderate in their movements 
in the year to come. The law of supply and demand 
mav now take over. 

The average roaster could do little else than buy as 
he needed coffee. Some large roasters and importers 
may have been foxy enough to profit by the wild move- 
ments in prices. Others will sadly study their charts and 
with hindsight figure out where they could have made a 
clean-up. 

At any rate, the coffee business will go on providing for 
most of those in it. with the headaches soon forgotten. 
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Dear Sir 














letters to the editor 


Dear Sir: 

Thank you very much for your article about coffee ex- 
tenders (“FDA rule hits coffee extenders.” Page 12, Sep- 
tember, 1954, Coffee & Tea Industries.— Ed.). 

This article shows once more that despite shortlived 
misunderstandings, our great North American customers 
and their excellent press, particularly the trade papers, are 
always the best defenders of our coffee. 

The viewpoint of John L. Harvey, of the Food and 
Drug Administration, is the same Brazil has been defending 
all along since the days of the old Departmento Nacional do 
Cafe and the disbanded Instituto Paulista de Defesa do 
Café. It is also the viewpoint of the President Instituto 
Brasileiro do Cafe and the Superintendencia dos Servicos 
do Café,” 

The views of Mr. Harvey are the same we Brazilians 
defend in Europe against the use of chicory, roasted figs, 
barley, etc.; against mixtures and ersatz; as well as against 
the addition of caramelized sugar in coffee in Argentina . . . 
Chief of Department J. Testa 
Superintendencia dos Servicos do Cate 
Sao Paulo 


Le Havre coffee exchange opened; 
rules for foreign traders issued 


A European coffee futures exchange has joined the marts 
already operating as barometers of world price movements. 
The coffee exchange at Le Havre, France, was re-opened 
last month after a long hiatus. 

Coffee experts throughout the world are waiting to sec 
how operations on France's coffee exchange works into 
their indices of supply and demand, especially for African 
cotfees. 

The French Exchange Control Office issued regulations 
enabling foreign traders to operate on the Le Havre coffee 
futures market. 

Special accounts will be opened in the currency of the 
foreign traders’ nationality. Money in the accounts of 
the traders’ resident and dollar areas will be freely converti- 


ble. 


Defeat of Senator Gillette, coffee 


“foe” hailed by Brazilians 


The Brazilian press found a point of special interest in 
the defeat of Senator Guy M. Gillette of Towa. 

It was reported on the front pages of two of the leading 
afternoon newspapers as a defeat of the leading enemy of 
coffee. 

The Brazilian press, politicians and traders have been 
bitter about Mr. Gillette’s efforts to establish Federal con- 
trol of coffee trading in the United States as a bar to specu- 
lation. 

O Globo said on its front page: “For us Brazilians, 
Gillette's defeat signifies the repudiation by American public 
opinion of his campaign and consequently the victory of 


our coffee.” 
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Season's Greetings 
ani) 


Best ishes 


fur a 


Happy New Year 


W. D. ROUSSEL & CO., INC. 


422 Gravier Street 
New Orleans, La. 




















Holiday 
Greetings 


S.F.PELLAS INC. 


104 FRONT ST. 
NEW YORK 5, N. Y. 


S.F.PELLAS CO. 


203 CALIFORNIA ST. 
SAN FRANCISCO I1, CAL. 


Established 1923 





























Christmas 
Greetings 


from 


CEIMSA’S COFFEE DEPARTMENT 
(Cia. Exp. E. Imp. Mexicana, S.A.) 


Exporters of Mexican Coffees 


Veracruz 
Coatepec Cordoba Jalapa Orizaba 
Chiapas Tapachula . . . Superior and Firsts 
Oaxaca Plumas . . . The best qualities 
ALL HAND PICKED and HIGH GROWN 


AY. HIDALGO NO. 5 MEXICO, D. F. 
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Christmas 


and a 


Happy 
New Vear 


Wm. Hosmer Bennett & Son 


100 Front Street New York, N. Y. 








Crops and countries 





coffee news from producing areas 


Brazil cuts out “variable” 
in exchange rulings on FOB 
minimums; prices stiffen 


Brazil acted last month to eliminate the ‘‘variable’’ in 
her FOB minimum, which had been tending to weaken 
prices. Before, the minimum had been linked to a depreciat- 
ing Cruzeiro. 

“A bonus on foreign exchange earned by coffee exporters 
is to be fixed at 13.14 cruzeiros per U.S. dollar, or equiva- 
lent, following publication of instruction No. 109, ap- 
proved by the Currency Credit Superintendent. 

“The reason given for the adoption of the new fixed 
bonus is to prevent exporters from spec ulatine. It 1s con- 
sidered that this was encouraged by the old system, under 
which exporters were g:ven a bonus equal to the difference 
between the official and free exchange rates on the 20 per 
cent of their coffee earnings. This encouraged them to de- 
lay the registration of sales, pending better exchange rates 
which in turn created a shortage of exchange and hence 
weakened the cruzeiro. 

The 13.14 cruzeiro figure represents the average bonus 
paid to coffee exporters during the month preceding the 
rewriting of instruction No. 109, the new regulation. 

Since the cruzeiro has been extremely weak during the 
month, the new coffee dollar rate is considered satisfactory 
by exporters in Brazil, and since dollar coffee prices wil! 
probably drop, and there is no more incentive to delay 
sales at this end, it is expected that Brazilian coffee might 
get moving now.” 

Private cables announced that the government his fixed 
the exchange rate for coffee dollar drafts at 31.50 cruzei- 
ros, which would be equal to the official rate of 18.36, plus 
the new bonus of 13.14. 


Mexico harvesting record crop 

The Mexican 1954-55 coffee crop undoubtedly will set 
a record, according to the American embassy, Mexico City. 

Production cannot yet be forecast accurately, but favorable 
weather and improved care are expected to result in a record 
crop of 1,750,000 bags. This forecast exceeds the 1,350,- 
000 bags (revised) of 1953-54 by almost one-third. 

Mexican coffee exports for the 1953-54 marketing season 
are estimated now at 1,160,000 bags, based on 11 months 
of exports totalling 1,153,762 bags. 

The United States continued to be the dominant market 
for Mexicaa coffee, taking 90.4 per cent of the 1953-54 ex- 
ports, compared to 89 per cent in 1952-53. 

Mexican domestic consumption of coffee in 1953-54 
declined to only about 200,000 bags beéause of the sharp 
rise in price. 

Only a small portion of Mexico's population has income 
sufficient to afford pure coffee at the high prices. 

Most of the “‘coffee’’ consumed is adulterated and contains 
from 30 to 85 per cent substitutes. 

Present consumption in Mexico is only about one pound 
per capita, compared with 16 to 18 pounds per capita in 
the United States. 
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The Mexican government has announced that it will 
approve export permits for 1,000,000 bags of 70 kilos 
(1,165,000 bags of 132.276 pounds) during the six-month 
period October, 1954, through March, 1955, after which 
it will again review the situation and grant export permits 
for the remainder available for export. 

The outlook for 1954-55, therefore, is for a record crop 
and record exports. The only serious problem is the un- 
certainty as to prices. 

The coffee associations in Mexico are greatly perturbed 
about the problem of decreasing domestic consumption and 
are now asking the government to prohibit the use of the 
word ‘coffee’ for mixtures containing substitutes. 

During 1953, the government took special precautionary 
measures to assure that ample supplies would be retained 
for domestic consumption. In April it required exporters 
during the rest of the marketing year to set aside one bag 
for domestic consumption for every bag for which the 
government granted an export permit, up toa total quan- 
tity of 100.000 bags. 

A total of 103,000 bags thus was set aside prior to Sep- 
tember 27th, but only 26,400 bags were actually withdrawn 
by roasters and about 77,000 bags for domestic consumption 
remained unsold in stocks in the hands of exporters at the 
end of the marketing year. 

Most of the coffee for domestic consumption in Mexico 
is of low quality, discolored, spotted and small kerneled. 

The stocks remaining, therefore, are of these low grades 
and are not readily suitable for export. 

While it is obviously unrealistic to attempt at this time 
to forecast the 1955-56 crop, present indications point to 
another relatively large production in Mexico, depending 
primarily on weather conditions at blossoming time, from 
February 20th to April 20th, 1955. 

With some increased plantings and much better care 
and fertilization, Mexico may be expected to produce 2,- 
000,000 bags a year in a few years. 


Roasters were hit by decline, Gudin says 


Part of the reason for the recent extended weakness in 
coffee prices was the loss suffered by roasters in the United 
States, Eugenio Gudin, Brazil's Minister of Finance, told 
the press on his return from a visit to the U.S., it is reported 
by Octavio Veiga, Santos representative of COFrEE & TEA 
INDUSTRIES. 

Hundreds of roasters bought coffee at high prices, Mr. 
Gudin explained. With the decline, the executives respon- 
sible were opened to criticism by their companies. 

This resulted, naturally, in a very cautious policy on 
buying. 

Moreover, the coffee men were eyeing Brazil's exchange 
situation. 

The exchange situation is now firm, Mr. Gudin said, and 
will reflect favorably in the coffee market. 


Juan Rebolledo Clement resigns 
as head of Mexican coffee body 


Juan Rebolledo Clement has resigned as president of the 
National Coffee Commission of Mexico, it has been re- 
ported. 

He was succeeded by Miguel Angel Cordera. 

Mr. Clement has been appointed director general of 
Cafes de Mexico, S.A., a private concern. 
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Season’ s 
Greetings 


Best Wishes 
for Christmas 
and the coming year 


LEITE BARREIROS S. A. 
COMISSARIA E EXPORTADORA 


COFFEE EXPORTERS 


Rua do Comercio 46 Santos, Brazil 


Cable Address: CHAVANTES 








Greetings 
AND 
All Good “Wishes 
“60 All 
In “©he Coffee 


Industry 


TINSOX’S 
COFFEE 


190 Franklin Street 
New York 13, N. Y. 
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’ advertising . . . merchandising . . . promotion 
Seasons Greetings : vr 


Soft drink industry sets sights high; 


aun six-fold increase in sales urged 


Coffee and tea people evidently can take a leaf from the 


’ . 
Best CGishes soft drink industry. 
Cotfee men are working hard for funds for a campaign 


just to hold their ground and pave the way for winning 
back lost consumption. 


Tea people are pleased, though carefully not com- 


placent, over substantial volume increases in the past few 
a Y aaa 


soft drink people, who experienced a 4.000.- 





000,000—that’s four billion—bottle increase in the last 


urs, make tea and coffee goals seem astonishingly 


t the 36th annual convention of the American Bottlers 


CASA GOLDTREE-LIEBES & CO. Lie Beverages, Leonard M. Green, president 


Dr. Pepper Co., said the 4,000,000,000-bottle in- 


crease was not enough. 


EXPORTERS OF SALVADOR COFFEE He called for a six-fold sales increase, up to 168,000,- 


000,000 bottles a year, as a realistic industry goal. 


Average soft drink consumption last year was less 


SAN SALVADOR, EL SALVADOR, C.A. than half a bottle a day per person, The “realistic” goal 


would be three bottles a day. 


Radio and TV sell food best 
together, Nielsen tells GMA 





SP I a 


4 


Arthur C, Nielsen released some provocative figures on 


television advertising in his talk to the 46th annual meet- 


wa 


ing of the Grocery Manufacturers of America, Advertising 
Age reports. 

The figures were derived from the Nielsen Food In- 
dex coverage of grocery product sales from 1949 to 1953, 


They showed: 


CHith the 
Compliments of 
the Season 


1. Sales of all grocery products increased 331/, per 
nt during this period. 
Products that did little or no television advertising 
(but had 25 per cent of their budget in radio) had a 
sales increase of 25 per cent. 
3. Products using TV (28 per cent on the ad budget) 
ind little or no radio—had a sales increase of 31 per 
cent 
Products using TV and radio (33 per cent of the 
budget in television and 20 per cent in radio) had a sales 


54 per cent. 


Check Full 0’ Nets names agency 


All advertising of Chock Full O' Nuts Coffee will be 
handled by the Grey Advertising Agency, it was announc- 
ed by William Black, president of the Chock Full O’ 
Nuts Corp. 

An intensive campaign for the Chock Full O' Nuts 
all-method grind will immediately get under way in 


CIA. DE INTERCAMBIO ¥ CREDITO, S.A. 
Guayaquil — Manta 
LARGEST COFFEE EXPORTERS IN ECUADOR 


newspapers, radio, television and car cards. 
Cables: INTER. 


The coffee is now being distributed in New York, New 
Jersey, Connecticut and Massachusetts. 
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At present the company is co-sponsoring the Igor Cas- 
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Coffee growers, roasters and restaurant operators meet as the Joint 
Advisory Coffee-Restaurant Committee to assist the Coffee Brewing 
Institute. Seated, from left: Martin J. Harding, Horacio Cintra- 
Leite, Philip |. Eisenmenger, G. Douglas Boyle, Roberto Aguilar. 
Standing, from left: Prof. Earl Lockhart, John F. McKiernan, Andrew 
J. Crotty, W. Wirt Wickes, J. Fred Vollmer, William Keogler, CBI 
general manager, Eugene Laughery, Ralph G. Peterson. 


sini Show on WRCA-TY Sundays, 11:20 p.m. to midnight, 
and has full sponsorship of the Jean Martin Show, broad- 


cast simultaneously over WRCA, WCBS and WABC 


Saturdays from 11:15 to 11:35 p.m 


Straight ‘‘sell’” in Hills Bros. 


trade advertising to grocers 


There isn’t a “more cups’ phrase in a full-page ad used 
recently by Hills Bros, Coffee, Inc., San Francisco, in grocery 
trade paper 

The ad is built around an old tashioned portrait camera. 
The tripod legs straddle the head—''Watch the Birdie!” 
and the copy. 

Here's how the copy reads: 

“Set up a camera in front of your coffee shelves. Chances 
are by the time you've snapped the shutter you've also caught 
a customer's hand reaching fer a can of Hills Bros. Coffce. 

‘Why the fast turnover? For one thing, many of your 
customers £70 that Hills Bros. always offers “the best there 
is in coffee.” For another thing, we try to tell our quality 
story to eversbody—not just our old friends—with big news- 
paper ads, and on radio and television. 

So, on nd thought, maybe you better take your eye 
off the bird If you wan‘ a pretty picture of store trafh 


Hills Bros. Coffee is the thing to watch!” 


New point-of-sale device uses 


aroma to stimulate sales 


That unsurpassed sales aid to the grocery with a_ store 
grinder—the aroma of freshly ground coffee—may now have 
a synthetic competitor. 

The Scent-O-Matic Corp., New York City, has been 
formed to manufacture and market “‘sales scents’ for use 
at the potnt of purchase. 

The scents or aromas, chemically made to match the 
product, will be supplied in aerosol spray cans. An auto- 
matic dispcnser has been perfected to spray the scent at 
regular intervals. 

The new company is equipped to design and produce a 
complete “promotion package’ for national merchandising 
in retail outlets, it was explained. 

Product ‘scents’ already perfected include coffee. 
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E. A. JOHNSON & CO. 


166 California Street 
SAN FRANCISCO 

















Season’ s 
Greetings 


to all onr friends 


A. L. RANSOHOFF Co. 


Incorporated 
Coffee Importers 


108 Front Street New York 























On the menu 


Checklist shows how to 
use the coffee break 
more efficiently 


ne t SUrVeYsS 
American Coffee Bureau, persot 





utive ave come to regard these 
time-« TIO as an industrial “tool” 
contributing to increased production and 
ethoency, better morale, j 
a lower accident rate 
One nationwide survey, for example, 
revealed that 82 per cent of the firms re 
sponding to the poll reported reduction 
in worker fatigue; 75 per cent noted im- 


provements in morale; 62 per cent re- 
rted a rise in productivity 


Since this survey was conducted, the 


coffee break habit has become even more 
irmly entrenched throughout business and 
industry. Today, many companies have 
even instituted official afternoon as well 
as morning time-out periods 

The obvious benefits flowing from the 
breaks have led personnel men to recog- 
nize them as a distinct time- and money- 
On the 
poorly 


saving asset to their companies. 
other hand, planned or 
serviced breaks present various problems 
The following question - and - answer 
check list offers some solutions: 
Q. When is the best time for a break? 
\. Just before fatigue reaches its peak; 
around 10:00 in the morning and 3:00 in 


px orly 





For Continuous, Trouble-Free 
Coffee Brewing At All Times 


No more service head- 
aches, expensive break- 
downs, costly repair bills 
for your coffee-brewing 
equipment. Forget about 
“‘loaners’’ while your 
equipment is being re- 
paired. With Vaculator 
Electric Ranges and the 
amazing new “SNAP-IN” Heating 
Element, you can put in a new 
element yourself—quicker and 
easier than you can change a light 
bulb! Just lift out the old element 
and ‘snap-in’ the new. That’s all 
you do! And only Vaculator Elec- 
tric Ranges give you this time- 
saving, money-saving convenience! 


electric ranges 


c 


A‘nerica’s Most Trouble-Free Ranges 


No other ranges at any price, can offer 
you the “SNAP-IN” Heating Element! 
And for extra economy, use Vaculator 
glass bowls. Uniform thickness and 
weight; tear-drop shape; easier-to- 
clean, fill, pour . . . actually reduce 
glass breakage up to 50%! Cut your 
coffee-brewing costs and cares... 
with Vaculator! 

See Your Dealer or Write For Full Facts 





311 N. Desplaines St. + Chicago 6, Ill. 


Used and Approved by 
These and Many More 
Cost Conscious Chains! 
S. H. KRESS NEDICKS 
RUDLEY'S WHELAN'’S 
UNION NEWS FORD HOPKINS 
HOOK DRUG DOW DRUG 


NEW! 


~— 


LIFETIME memes 
COFFEE 


FILTER 


Stainless steel 
throughout, in- 
cluding wonder- 
ful new Dutch 
weave mesh. 
Filters faster, 
rinses clean, fits 
all upper bowls, 
won't break. 


COFFEE & TEA 





INDUSTRIES 


the afternoon, according to the National 
Safety Council. 

Q. How long should the breaks be? 

\. The usual time allotted in companies 
with regularly scheduled periods is from 
ten to 15 minutes. It may be less where 
mobile canteens are used and employees 
are served at or near their desks or ma- 
chines. 

Q. What are the most commonly used 
serving methods ? 

\. There are four dispensing methods 
in common use: company cafeterias, mo- 
bile canteens, stationary canteens or serv- 
ing areas, and vending machines. Some 
companies use a combination of methods. 
Others—usually smaller firms—prefer to 
set aside a “coffee room” and permit em- 
ployees to brew and serve their own 
coffee. 

Q. Which is the best dispensing method ? 

A. There is no one “best” method. 
It is advisable to study your own com- 
pany’s needs and facilities and establish 
the most practical system for your par- 
ticular company. 

©. What are the advantages of the 
cafeteria method ? 

\. There are usually ample facilities; 
it is fairly fast; it 1s economical. 

Q. What are the advantages of mobile 
canteens ? 

\. They require little supervision; they 
are quick and efficient; they allow em- 
ployees to remain near their desks or 
machines; coffee preparation and dispens- 
ing can be handled by a caterer if de- 
sired. 

Q. What are the advantages of stationa- 
ary canteens or serving areas ? 

A. They also allow workers to. stay 
near their work-place; they do not waste 
time; they simplify the clean-up job. 

Q. Is it a good idea to stagger the 
breaks ? 

A. In some plants, yes. The need 
may be judged by the length of the 
serving line. 

Q. How can employees help in getting 
quicker service ? 

A. By having correct change ready; by 
adhering to break schedules where stag- 
gering is the practice; by not crowding 
serving lines. 

Q. What can be done to avoid litter 
at serving areas? 

A. Employees can help here too—by 
depositing paper and containers in trash 
baskets, and by taking coffee to their 
desks or machines to drink. In some 
cases it is advisable to have trash 
baskets near serving stations. 

Q. What steps may be taken to prevent 
abuse of time limits? 

A. Closer sunervision has been found 
effective, as have warning bells at the 
start and near the end of the breaks. 
Mobile serving wagons and _ additional 
serving stations are also recommended. 

Q. How can coffee be kept hot when 
mobile canteens are used to dispense it? 

A. Use insulated coffee urns. 

Q. What can be done about employee 
complaints of the taste of paper cups? 

A. The best solution seems to be use 
better quality cups, which are now plastic- 
coated and designed for use of hot 
beverages. 
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New York is taking to the coffee break; 


Chock Full 'O Nuts has figures to prove it 

The coffee break is rapidly becoming an institution in 
New York City, according to a survey conducted by the 
Chock Full O' Nuts Corp. 

Actually, reports William Black, Chock Full O° Nuts 
president, there are two coffee breaks during the business 
day. In the morning, it is between 10 and 10:30. The 
peak is reached at 10:15 a.m. The afternoon break is 
between 3 and 3:30, with the peak at 3:15 p.m. 

The average stay is only ten minutes. Only three per 
cent order their coffee black. About 65 per cent order 
scmething to eat with the coffee, ranging from a single 
doughnut to a sandwich. 

Some 95 per cent smoke a cigarette with their coffee. 

The survey was conducted in the 25 Chock Full O' Nuts 
restaurants in New York City. The figures were fairly 
consistent in each of the restaurants, even though they 
were widely scattered. However, in the Madison Avenue 
area, where there are many advertising agencies, the coffee 
break extended to a full hour in the morning and after- 
noon, and the average stay was 15 minutes rather than 
ten. 

Further details revealed by the survey: 

Most of the patrons are office workers. They always 
come in groups. 

Executives have also been using the coffee break to 
discuss business. 

“The coffee break has become a habit for New Yorkers 
because it provides a temporary respite from the day's 
work and gives employees a lift,” Mr, Black declared. 
“Other surveys have indicated that such a recess improves 
employee morale and enhances efficiency. The fact that 
they go out for a breath of fresh air on their way to the 
coffee break is part of the pattern. It has become as much 
of our way of life as tea and tiffin in England.” 


Cory promoting improved 


automatic coffee brewers 

A new and improved version of the Cory Model C-500 
Pushbutton Automatic Commercial Coffee Brewing Sys- 
tem is being spotlighted in that firm's fall national ad- 
vertising campaign for its commercial and _ institutional 
feeding equipment. 

According to J. W. Alsdorf, Cory president, a unique 
and better water temperature control is the all important 
change in the new Model C-500 system. The improve- 
ment was created by Cory development engineer Harvey 
Karlen. 

Basically, the better water temperature control is ef- 
fected by an unusual set of double bellows which controls 
a micro switch outside the unit’s water tank. it was ex- 
plained. Formerly, a thermo switch inside the tank 
handled the water temperature control. Using the in- 
coming water as a motor agent, the new bellows is self- 
adjusting to variations in atmospheric pressure, 

This fact means that the same new Model C-500 
could be plugged into the same voltage either at the 
hostelry below sea level in California's Death Valley or 
in the snack bar atop Colorado's Pike’s Peak. 

In use, only a single bellows is needed to do the work. 
The stand-by bellows always is there in reserve in case 
it is needed. 


DECEMBER, 1954 














The Taste 
Tells the Story 


Chicory and coffee comp!ement 
each other much as a slice of swiss 
on rye adds zest to both. As 
thousands of coffee lovers know, 
chicory accentuates flavor. Try 
Muller’s and see. 

Now available . . . 1954 crop, 


Michigan grown chicory. 


E. B. MULLER & CO. 


Branches 
53 Wooster St. New York City 
333 Girod St. New Orleans, La. 


PORT HURON, MICHIGAN 
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ARK-TITE is the most thrifty way to package coffee. 
Coffee packaged in ARK-TITE is fresh on delivery — 
and remains fresh over a longer period of time then 
in conventional coffee bags. 


Features of Arkell & Smiths’ 
ARK-TITE BAG 


%& Pliofilm lined means maximum protection. 


% SOS Automatic style for easy filling and 
upright shelf display. 

% Printed in up to 4 colors with attractive 
high gloss inks. 


KELL ano SMITHS 4 


Canajoharie, New York Wellsburg, West Virginia 
= Mobile, Alabama - Lr -: 
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London permits green coffee 


imports from dollar sources 


The Board of Trade, London, has announced that limited 
imports will be permitted of raw coffee from dollar 
sources 

The Board of Trade added that raw coffee licenses for 
imports would be issued immediately and be valid unt#l 
August 31st, 1955 

The total value of import licenses to be issued was not 
disclosed, but will depend on purchases by the individual 
importers during 1953. 

Existing facilities for the purchase of dollar coffee for 


resale to E.P.U. countries are not affected. 


London coffee bar, barber shop 
wages war with free cups of coffee 


Londoners now can take their choicc—a cup of cottec 
and a free electric shave, or a barbershop shave with a 
free cup of coffee, according to the Associated Press. 

It all started when Claude Barnett got tired of seeing 
unshaven men in his west end coffee bar in the morning 
He put a sign over his counter saying: 

An electric shaver 1s available for the use of all male 
customers drinking coffee at our bar between 9 and 10:30 
a.m. every morning.’ 

All was fine until Dave Crook, an old pal of Claude's 
came in for his regular morning cup. David runs the 


barbershop around the corner. 





Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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“This means war,” he stormed, rushing out to acquire 
a coffee urn, cups and other necessary supplies. By the 
time the brew was on the boil, Dave had a sign in his 
window: 

“A free cup of coffee given to each customer having a 
shave between 9 and 10:30.” 


Maxwell House opens Jacksonville, 


Florida, instant coffee plant 


A special tour and luncheon for Jacksonville, Florida’s, 
civic and industrial leaders marked the formal opening of 
the new Maxwell House Instant Coffee plant there. 

“The production from this new plant, added to the pro- 
duction from the adjoining Maxwell House regular coffee 
roasting plant, makes Jacksonville the home of the second 
largest coffee processing plant in the world,” J. K. Evans, 
general manager of the Maxwell House division of General 
Foods, announced. 

‘The number one title,” he said, “is held by the Maxwell 
House plant in Hoboken, N, J.” 

Mr. Evans stated that the new plant, which was finished 
several months ahead of schedule, will help meet greatly 
increased demand for Maxwell House Instant Coffee in a 
greater part of the Southeast, particularly the Atlanta, Mo- 
bile, Birmingham, Nashville and Memphis areas. 

Since World War II,’ Mr. Evans said, ‘the growth 
in the popularity of instant coffee in the American home 
has been spectacular. This popularity is reflected in the 
growth of the soluble coffee industry, from $30,000,000 
in 1946 to an estimated $200,000,000 this year, a 556 per 


cent gain.” 


NEW YORK 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-West African Line 

Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-W/n—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell S.S. Co. 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Ltda. 

Gulf—Gulf & South America Steamship 
Co., In 


- Sip sailing 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 





IFC—LF.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Led. 
Lloy€d—Lioyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamentic Line 
Mormac—Moore-McCormack Lines, Ine. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—Jacksonville 
LA—Los Angeles 
M!l—Montreal 
Mo—Mvbile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portland. 
PS—Puget Sound 
SF—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 
To—Toledo 


Va—Vancouver 


Hol-Int—Holland-Interamerica Line 
COFFEE BERTHS 


SAILS SHIP LINE 


SAILS SHIP DUE 
12/26 Avenir UFmit NY1/2 
ACAJUTLA 1/1 Mafalda UFruit NO1/12 
LA12/19 SF12 21 Sel2 26 1/2 Vindeggen UFruit = NY1/15 
Cristobal? 12/28 NY1/5 1/8 A steamer UFruit N01/19 
Cristobal? 1/7 NY1/15 1/9 Byfjord UFruit NY1/16 
12/31 Trajan Cristobal? 1/6 Hol/13 NO1/16 1/12 ~~ LaBaule Independence LA1/29 SF1/31 Va2/4 Se2/5 Po2/8 
1/14 Majorka Cristobal? 1/20 NY1/27 1/15 = Santa Cruz Grace LA2/7 SF2/9 Se2/14 
1/21 = Marna Cristobal? 1/26 Ho2/2 No2/5 1/16 Mataura UFruit = NY1/23 
1/28 Copan Cristobal? 2/3 NY2/10 1/23 Alcyon UFmit NY1/30 


1/30 = Santa Cruz LA2/7 SF2/8 Se2/14 1/80‘ Mafalda UFmit NY2/6 
2/24 Santa Fe LA3/4 SF3/6 Se3/11 2/9 Santa Fe Grace LA3/4 SF3/6 Se3/11 


12/11 Santa Fe 
12/19 Copan 
12/30 Mabella 


ACAPULCO BARRIOS 


12/22 Santa Cruz Cristobal’ 12/10 Choluteca UFruit NY12/17 

1/16 Santa Fe Cristobal’ 12/12 Lempa UFmit Hol2/16 NA12/19 
12/18 Leon UFruit Hol2/22 NA12/25 
12/18 Aggersborg UFruit NY12/25 

AMAPALA 12/23 Cape Cod UFmit NY12/29 

12/10 Majerka UFruit Cristobal? 12/12 NY12/21 12/27 Loviand UFruit N012/31 

12/13 Marna UFruit Cristobal? 12/16 Hol2/23 N012/25 V1 Choloma UFruit NY1/8 

12/25 Copan UFruit Cristobal? 12/2 NY1/5 1/2 Lempa UFrmit Hol/6 NO1/9 

12/29 Santa Cruz Grace Cristobal? 1/8 1/8 Choluteca UFrit = NY1/15 

1/2 Trajan UFrit Cristobal? 1/6 Hol/13 NO1/1 1/9 Leon UFruit Hol/13 NO1/16 

1/4 Mabella UFruit Cristobal? 1/7 NY1/15 1/15 = Aggersborg UFruit NY1/22 

1/16 = Majorka UFruit Cristobal? 1/20 NY1/27 1/17 ___Loviand UFruit = NO1/21 

1/23. Marna UFruit Cristobal? 1/26 Ho2/2 N02/5 1/20 Cape Cod UFruit NY1/26 

1/23 Santa Fe Grace Cristobal? .2/2 1/29 Choloma UFmit NY2/6 

1/26 = Santa Cruz Grace LA2/6 SF2/9 Se2/14 

1/30 Copan UFruit Cristobal? 2/3 NY2/10 


2/20 Santa Fe Grace LA3/4. SF3/6 Se3/11 BUENAVENTURA 


12/10 La Heve Independence LA12/22 SF12/24 Val/1 Sel/4 Pol/6 
12/12 Santa Maria = Grace NY12/20 

BARRANQUILLA 12/15 Santa Juana Grace LA12/28 SF12/30 Sel/7 

12/10 La Heve Independence LA12/26 SF12/28 Pol/5 Sel/7 Val/8 12/16 La Heve Independence LA12/26 SF12/28 Pol/5 Sel/7 Val/8 

12/11 Byfjord UFruit NO012/23 12/19 SantaLuisa Grace NY12/27 

12/12 Mafalda UFrnit NY12/19 12/26 SantaCecilia Grace NY1/3 

12/18 Mataura UFruit N012/29 12/29 Santa Elisa Grace LA1/11 SF1/13 Sel/20 

12/19 Mabay UFruit NY12/26 1/2 Santa MargaritaGrace NY1/10 

12/25 Alcyon UFrit NO1/5 1/9 Santa Isabel Grace NY1/17 
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LINE DUE 


Independence LA1/29 SF1/31 Va2/4 S$e2/5 Po2/8 
Grace LA2/7 SF2/9 Se2/14 
Grace LA3/2 SF3/4 Se3/11 


SAILS 


1/17 
1/20 
2/18 


SHIP 


La Baule 
Santa Cruz 
Santa Adela 


Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIR 


(Partrimonio Nacional) 


CARTAGENA 


La Heve 
Mabay 
Mataura 
Vindeggen 
Mafalda 
La Baule 
Mataura 
Mafalda 


Independence LA12/26 SF12/28 Pol/5 Sel/7 Val/8 
UFruit NY12/26 

UFruit N012/29 

UFruit NY1/9 

UFruit = NO1/12 

Independence LA1/29 SF1/31 Va2/4 Se2/5 Po2/8 
UF ruit NY1/23 

UFruit NY2/6 


CHAMPERICO 


Owned and operated exclusively by the 12/13 Santa Fe 
Brazilian Government, LLOYD BRASIL- 2/1 Santa Cruz 
EIRO includes the American Line in its 2/26 Santa Fe 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


ville and Houston. 


LA12/19 SF12/21 Sel2/26 
LA2/7 SFZ/9 Se2/14 
LA3/4 SF3/6 Se3/11 


Grace 
Grace 
Grace 


CORINTO 


La Heve 
Copan 
Trajan 
Trajan 
Santa Cruz 
Majorka 
Marna 

La Baule 
Copan 
Santa Cruz 
Santa Fe 
Santa Fe 


Independence LA12/22 SF12/24 Val/1 Sel/4 Pol/6 
UFruit Cristobal? 12/28 NY1/5 

UFruit Cristobal? 1/6 Hol/13 NO1/16 

UFruit Cristobal? 1/20 NY1/27 

Grace Cristobalt 1/8 

UFruit Cristobal? 1/20 NY1/27 

UFruit Cristobal? 1/26 Ho2/2 N02/5 
Independence LA1/29 SF1/31 Va2/4 Se2/5 Po2/8 
UFruit Cristobal? 2/3 NY2/10 

Grace LA2/7 SF2/9 Se2/14 

Grace Cristobal’ 2/2 

Grace LA3/4 SF3/6 Se3/11 


Seeeeomevevenevneeneanennenertnennesueutsneceasanenentenes 


LLOY 
Neighbor. 


Hues eUeeenaenseuninenenavescananeranscuccaresesaeeccunsnavenseneecsnane 


! Bringing North and South America nearer each other. 
= BRASILEIRO the Good Neighbor a Close 


NEW YORK 


17 Battery Place 


makes 


| 





| CRISTOBAL 


12/10 
12/13 


NEW ORLEANS 


305 Board of Trade Bldg. NY12/19 
NO012/23 
NY12/20 
Hol2/23 N012/25 
NY1/2 

N01/5 

NY1/5 

NY1/16 

Hol/13 NO1/16 
NY1/15 

NO1/19 

NY1/30 


UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UF rit 
UF rit 
UF ruit 
UF ruit 
UFruit 
UF ruit 


Mafalda 
Byfjord 
Majorka 
Marna 
Avenir 
Alcyon 
Copan 
Byford 
Trajan 
Mabella 
A steamer 
Alcyon 














= ik 
iF'c lines 
Dependable service on 
coffee shipments from 


BRAZIL 





es SALAAM 


Nediloyd NY2/3 Pa2/5 Ba2/7 NA2/13 LA2/27 SF3/2 Se3/10 
Va3/12 Po3/15. 


Lombok 


NY1/10 
N01/28 
Farrell NY2/14 
Lykes N02/23 
Nedlloyd NY3/5 Pa3/7 Ba3/9 NO3/17 LA3/30 SF4/1 Po4/5 
Se4/8 Va4/12 


Farrell 
Lykes 


Afr Planet 
Louise 
Afr Sun 
Leslie 
All coffee cargoes receive ean 
speedy, careful handling and 
personalized service 

when they're shipped 

with iFe Lines. Every 
shipment gets special- 


Farrell NY3/10 
Nediloyd NY4/3 Pa4/6 Ba4/8 NO4/14 LA4/27 SF5/2 P05/6- 
$e5/9 Va5/13 


Afr Crescent 
Lawak 


EL SALVADOR 


Independence LA12/22 SF12/24 Val/1 Sel/4 Pol/6 
Independence LA:,/29 SF1/31 Va2/4 Se2/5 Po2/8 


12/15 La Heve 
1/22 La Baule 


AGENTS 


BRAZIL—Agencia johnson 
Ltd., Rio de Janeiro, Santos and 
Sie Paulo 

CANADA—Cunard Steam-Ship 
Co, Ltd., Montresi, Toronto, 
Halifax 


BALTIMORE-—The Hinkins 
Steamship Agency, Inc., Munsey 
Bidg. 

NEW ENGLAND — Roger 
H. Neidlinger, Westport, Conn. 
PHILADELPHIA—B. H. 
Sobelman & Co., Inc., Bourse 
Bidg. 


izedhandling toinsure depend- 
able, safe arrival. And every 
iFc ship pleasantly accommo- 
dates 12 passengers. Y 


CHICAGO-—F.C. MacFarlane, | 


105 West Adams St. 


DETROIT—F.C. MacFarlane, | 


945 Free Press Bidg. 


PITTSBURGH — Lamark 
Shipping Agency, 202 Henry W. 
Oliver Bidg. 


International Freighting Corporation, Inc. 
17 Battery Place, New York City 4, N. Y.—Phone Digby 4-2800 
Pier 2, Erie Basin, Brooklyn, N. Y.—Phone MAin $-3158 
Branch Office: Buenos Aires—Avenida Pte. Julio A. Roca-710 
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*y 


GUATEMALA 
1/16 
1/23 


Independence LA12/22 SF12/24 Val/1 Sel/4 Pol/6 
Independence LA1/29 SF1/31 Va2/4 Se2/5 Po2/8 


La Heve 
La Baule 


GUAYAQUIL 


12/11 Santa Juana Grace 
2/14 Santa Adela Grace 


LA12/28 SF12/30 Sel/7 
LA3/2 SF3/4 Se3/11 


LA GUAIRA 


12/16 Telamon R Neth 


INDUSTRIES 


NY12/29 


and The Fie 


Flavor 


t 





SAILS SHIP LINE 


12/30 Paseidon R Neth 
1/14 Adonis R Neth 


LA nea "ror FAST DEPENDABLE DELIVERY } 


12/10 Santa Fe Grace LA12/19 SF12/21 Sel2 26 a ° 
12/21 Copan UFruit Cristobal? 12/28 NY1/5 eee of your mild coffees 


12/28 SantaCruz Grace Cristobal’ 1/8 * to United States markets — 

12/29 Trajan UFruit Cristobal’ 1/6 Hol/13 NO1/16 3 = 
Mabella UFruit Cristobal? 1/7 NY1/15 rely on reg 

1 Majorka UFruit Cristobal? 1/20 NY1/27 & 
Marna UF ruit Cristobal? 1/26 Ho2/2 NO02/5 
Santa Fe Grace Cristobal’ 2/2 _ UNITED FRUIT COMPANY 


1 
: Copan UFruit Cristobal 2/3 NY2/10 
S Gre LA2/7 SF2/9 Se2/14 
2/23 SantaFe Grate 1A3/4 $F3/6 §:3/11 STEAMSHIP SERVICE 
LA UNION Regular Sailings between 


Conan UFwit Cristobal: 12/28 NLS : GUATEMALA NICARAGUA 

Trajan UFruit Cristobal Hol/13 NO1/16 TA RICA 

Santa C c 1, es 

aoe” ‘ou acute ee . EL SALVADOR COS 

Malev Fi Cristobal? 1/ 1/27 & 

a oo cee en ee HONDURAS COLOMBIA 

Santa Fe Grace Cristobal’ vate 

Sx Gan tar aeesnae ~ and NEW YORK - NEW ORLEANS - HOUSTON 
Santa Fe Grace LA3/4 SF3/6 Se3/11 i and other U. S. ports 


Byfjord NO12/23 NEW YORK: 
Us i . . 
Avenir NY1/2 Pier 3, North River 
pessaing — NEW ORLEANS: 
Alcyon NO1/5 
Byfjord NY1/16 re 321 St. Charles St. 
Mafalda i N01/12 Pe 

A steamer i N01/19 
Alcyon i NY1/30 





LOBITO 


12/14 Afr Dawn Farrell NY1/3 
12/19 Del Rio Deita N01/12 
1/4 Afr Grove Farrell NY1/24 
1/9 Afr Pilgrim Farrell NY2/7 
1/11 Del Sol Delta N02/4 
1/29 __—ODel Oro Delta N02/22 
2/19 Del Campo Delta N03/16 











LUANDA 


12/11 Afr Dawn Farrell NY1/3 
12/17 Del Rio Deita NO1/12 
12/31 Afr Grove Farrell NY1/24 
1/5 Afr Pilgrim Farrell NY2/7 
1/9 Del Sol Delta N02/4 
1/27 ‘Del Oro Delta N02/22 
2/17 ~— Del Campo Delta N03/16 


MARACAIBO HANDLING 


12/12 SantaCiara Grace Pal2/20 NY12/21 


12/19 SantaSofia Grace NY12/28 Cc oO E F E Ee 


12/26 Santa Monica Grace Pal/3 NYl/4 


1/2 Santa Clara Grace NY1/11 ; 
1/9 SantaSofia Grace Pal /17 NY1/18 Ships, efficient manpower and the most modern load- 


1/13. SantaCruz Grace = LA2/7 SF2/9 Se2/14 ing and unloading equipment are combined to make 

2/7 Santa Fe Grace = LA3/4 SF3/6 Se3/11 Pacific-Argentine-Brazil Line’s coffee cargo service 
so superior. Fast schedules on C-3 ships between Brazil 

MATADI and America’s West Coast. 

12/14 Del Rio NO1/12 aay 

12/28 Afr Grove NY1/24 | j 

1/2. Afr Pilgrim NY2/7 / Accommodations 

1/6 _— Del Sol N02/4 for 12 passengers 

1/25 Del Oro N02/22 


ae oe | cond & TALBOT 


MOMBASA PACIFIC-ARGENTINE [LINES PACIFIC + ARGENTINE + BRAZIL LINE 


12/23 Louise Lykes NO1/28 BRAZIL LINE. INC _] PACIFIC WEST INDIES + PUERTO RICO 


1/3 Lombok Nediloyd NY2/3 Pa2/5 Ba2/7 NO2/13 LA2/27 SF3/2 Se3/10 POE ELIAE Rea eer AGE Oes Seen nee arenes Beetetrene 
Our New Address 


Va3/12 P03/15 | Executive Offices —100 Bush Street, San Francisco @ DOuglas 2-2561 
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SAILS SHIP LINE DUE 


1/5 Afr Sun Farrell NY214 
1/25  Sarangan Nedlloyd NY3/5 Pa3/7 Ba3/9 NY3/17 La3/30 SF4/1 Po4/5 
Se4/8 Va4/12 





1/28 Leslie Lykes N02/23 

1/29 Afr Crescent Farrell NY3/10 

2/24 Lawak Nedlloyd NY4/3 Pa4/6 Ba4/8 NO4/14 LA4/27 SF5/2 P05 6 
Se5/9 Va5/13 








PARANAGUA 


Stella Marine Nopal N012/29 
Antonina Brodin. Bal2/29 NY1/1 Bol/4 Pal/6 
Del Viento Delta NO1/4 Hol/9 
Pathfinder PAB LA1/6 SF1/8 Val/14 Se1/15 Pol/19 
Mormacstar Mormac Bal/2 Pal/4 NY1/6 Bol/8 Ha?/10 
Paranaguai Lioyd NO1/6 Hol/13 
y Mormacmail Mormac NY1/7 Bol/9 Pal/1l Bal 13 
REGULAR AMERICAN FLAG SERVICE 2/21 Falkanger  Wes-Lar LA1/21 SF1/24 Pol/29 Val/31 Se2/2 
23 Peter Jebsen Nopal NOl i4 Hol/17 
AMERICAN — and Passenger ( BRAZIL 2/24 Paranagua Brodin. Bal/14 NY1/18 Bol 20 Pal/22 
ervice between ast 24 Mexico Lloyd NY1/12 
REPUBLICS Coast of United States URUGUAY 2 Mormacisle Mormac Bol/15 NY1/16 Pal/17 Bal /21 Nf1/22 
LINE and the countries of | ARGENTINA 27 Siddons L&H  NY1/20 
y Del Valle Deita NO1/17 Hol/22 
Mormacmar Mormac LA1/24 SF1/28 Po2/1 Se2/3 Va2/6 
Mormacwren Mormac Jx1/20 Bal/24 Pal/25 NY1/26 Bol/29 
Grey Master Nopal NO1/19 Hol 22 
Bow Canada IFC NY1/21 Pal/23 Bal/25 Bol/28 Hal/30 
Itheos Brodin Bal/26 NY1/29 Bo2/1 Pa2/4 
Del Monte Delta N02/5 Ho2/10 
Mormacland Mormac LA2/12 SF2/16 Po2/20 Se2/22 Va2/25 
Del Aires Delta NO2/2 Ho2/27 
Del Mundo Delta N0O3/8 Ho3/13 


nN 


PACIFIC Freight and Passenger | BRAZIL 


Service between West 
REPUBLICS Coast of United States URUGUAY 


LINE snd the countries of |ARGENTINA 


NORWAY 

AMERICAN Freight and Passenger \ DENMARK 
Service between East )SWEDFN 

SCANTIC Coast of United States | POLAND 
LINE and the countries of FINLAND 
RUSSIA 


For complete information apply PUERTO CABELLO 
= 12/13 Santa Clara Grace Pal2/20 NY12/24 
MOORE McCORMACK LINES 12/20 Santa Sofia Grace NY12/28 
te eee ae 12/27 Santa Monica Grace Pal/3 NY1/4 
Offices in Principal Cities of the World 1/3 Siwiiin,: ieee NY1/11 


nN 


ee 
MPwWwnresuPYe 
-row 











PUNTARENUS 
— , Copan UFruit Cristobal? 12/28 NY1/5 
/ La Heve Independence LA12/22 SF12/24 Val/1 Sel/4 Pol/6 

~ Trajan UFruit Cristobal? 1/6 Hol/13 NO1/16 

Mabella UFruit Cristobal? 1/7 NY1/15 

COFFEE FILTER PAPERS / Majorka UFruit Cristobal? 1/20 NY1/27 

Santa Cruz Grace Cristobal’ 1/8 

; Marna UFruit Cristobal? 1/26 Ho2/2 NO2/5 


_ e a 
We maintain stocks in New York | Copan UFruit Cristobal? 2/3 NY2/10 
| Independence LA1/29 SF1/31 Va2/4 Se2/5 Po2/8 


| / La Baule 


Santa Cruz Grace LA2/7 SF2/9 $2/14 


to fit all sizes of urns at very at- | 1/23 Simtscme Grace 1A2/7 SF2/9 
tractive prices. | Santa Fe Grace LA3/4 SF3/6 Se3/11 
de JANEIRO 


H. REEVE ANGEL & CO., INC. 
Colombia Lloyd NY12/27 


52 Duane St. New York 7, N. Y. | Antonina Brodin Bal2/29 NY1/1 Bol/4 Pal/6 
Stella Marina Nopai N012/29 Hol/1 

Argentina Mormac NY12/27 

Del Viento Delta N0O1/4 Hol/9 

Pathfinder PAB LAl1/6 EF1/8 Val/14 Sel/15 Pol/19 
Paraguai Lloyd NO1/6 Hol/13 

Mormacmar Mormac LA1/24 SF1/28 Po2/1 Se2/3 Va2/6 
Del Norte Delta NO1/6 

Peter Jebsen Nopal NO1/14 Hol/17 

Mexico Lioyd NY1/2 

Siddons L&H NY1/20 

Paranagua Brodin’ Bal/14 NY1/18 Bol/20 Pal/22 

Del Valle Delta NO1/17 Hol/22 

M/S LISHOLT M/S BORGHOLT M/S IGADI_ M/S REINHOLT na al ee wea 


FAST DIRECT FREIGHT SERVICE Mormacwren Mormac Jx1/20 Bal/24 Pal/25 NY1/26 Bol/29 Hal/30 
FROM TEA AND SPICE PORTS Bow Canada ‘IFC NY1/21 Pal/23 Bal/25 Bol/28 Hal/30 


PHILIPPINES CHINA JAPAN Del Sud Delta NO1/21 
Ithoes Brodin Bal/26 NY1/29 Bo2/1 Pa2/4 


IVARAN JI INES Mormacland Mormze LA2/12 SF2/16 Po2/20 Se2/22 Va2/25 
Del Monte Delta NO2/5 Ho2/10 


Far East Service / DI Mar Delta N02/10 


STOCKARD & COMPANY, INC., General Agents Del ies Data 02/22 Ho2/27 


17 Battery Place, New York 4, N. Y., WHitehall 3-2340 Del Mundo Delta NO3/8 Ho3/13 
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SAILS SHIP 


SAN JOSE 
12/12 Santa Fe Grace LA12/19 SF12/21 Sel2/26 N 0 p A [ [ | N F 


12/25 Santa Cruz Grace Cristobal’ 1/8 
1/19 Santa Fe Grace Cristobal’ 2/2 z 
1/31 SantaCruz Grace —- LA2/7 SF2/29 Se2/14 The Northern Pan-America Line A/S 
2/25 = Santa Fe Grace LA3/4 SF3/6 Se3/11 

Oslo 


SANTOS P 
Stella Marina Nopal NO12/29 Hol/1 Regular Service 
Colombia Lloyd NY12/27 . 
Antonina Brodin Ba2/29 NY1/1 Bol/4 Pal/6 Fast Norwegian Motorships 
Argentina Mormac NY12/27 

Mormactide Mormac Jx12/29 Bol/2 NY1/3 Pal 6 Bal/7 Nfl/8 
Del Viento Delta ©. NO1/4 Hol/9 Coffee Service 
Pathfinder PAB LA1/6 SF1/8 Val/4 Sel 15 Pol 19 
Paraguai Lloyd NO1/6 Hol/13 ° 

Mormacstar Mormac Bal/2 Pal/4 NY1/6 Bol 8 Brazil U.S. Gulf 
Del Norte Delta N01 6 

Mormacmail Mormac NY1/7 Bol/9 Pal/1l Bal/13 
Peter Jebsen Nopal NO1/14 Hol/17 

Mexico Lloyd NY1/12 

Paranagua «Brodin. Bal/14 NY1/18 Bol/20 Pal/22 General Agents 
Del Valle Delta N0O1/17 Hol/22 
Mormacmar Mormac LA1/24 SF1/28 Po2/1 Se2/3 Va2/6 Oivind Lorentzen, Inc. 
Mormacisle Mormac Bol/15 NY1/16 Pal/17 Bal/21 Nfl/22 21 West Street, New York 6, N.Y. 
Siddons L&H NY1/20 . 

Grey Master Nopal © NO1/19 Hol/22 Whitehall 3-1572 

Brazil Mormac NY1/17 New Orleans—Bieh!l & Co., Inc., Pere Marquette Bldg. 
Mormacwren Mormac Jx1/20 Bal/24 Pal/25 NY1/26 Bol/29 Hal/30 
Del Sud Delta NO1/21 Houston—Biehl & Co., Cotton Exchange Bldg. 


Bow Canada «IFC NY1/21 Pal/23 Bal/25 Bol/28 Hal/30 
Ithoes Brodin Bal/26 NY1/29 Bo2/1 Pa2/4 Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 


Dei Monte Deita N02/5 Ho2/10 Pp | 

Mormacland Mormac LA2/12 SF2/16 Po2/20 Se2.22 Va2/25 Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Del Mar Delta N02/10 Santos/Rio—Agencia de Vapores Grieg S/A 
Del Aires Delta N02/22 Ho2/27 
Dei Norte Delta NO2/24 Paranagua—tTransparana Ltda. 
Del Mundo Delta N03/8 Ho3/13 





NNN eR RR ee ee 


Buenos Aires—lInternational Freighting Corporation, Inc. 








VICTORIA 


12/14 Colombia Lloyd NY12/27 
12/20  Del-Viento Delta NO1/4 Hol/9 
Paraguai Lloyd N01/6 Hol/3 
Mexico Lloyd NY1/12 
Del Valle Delta NO1/17 Hol/22 
Del Monte Delta N02/5 Ho2/10 


Del Mundo Delta NO3/8 Ho3/13 . a FAITHFUL SERVANTS 
TEA BERTHS | OF THE COFFEE TRADE 


Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 











CALCUTTA 


12/10 Exminster Am-Exp Bol/16 NY1/18 
12/29 Express Am-Exp Bo2/5 NY2/7 
1/8 — Exemplar = Am- Exp Bo2/15 NY2/17 Flag service from the Coffee Ports of: 


COCHIN COLOMBIA 
East P Hal/3 Bol/6 NY1/7 Bal/13 Nfl/1 VENEZUELA 
astern rince al/ ol/ 21/1 /14 
Exminster Am-Exp Bol/16 NY1/18 ECUADOR 
Express Am-Exp Bo2/5 NY2/7 PERU 
Javanese Prince Ha2/9 Bo2/11 NY2/12 fla2/22 Nf2/23 and West Coast of 
Exemplar Am-Exp Bo2/15 NY2/17 CENTRAL AMERICA 
Cingalese Prince _ Ha3/5 Bo3/8 NY3/S Ba3/15 Nf3/16 
Malayan Prince Ha4/3 Bo4/6 NY4/7 Ba4/13 Nf4/14 to 


SAN FRANCISCO 
12/16 Exminster Am-Exp Bol/16 NY1/18 | PHILADELPHIA 
12/20 Bantam JavPac LA2/4 SF2/9 Po2/14 Se2/17 Va2/19 BOSTON SEATTLE 


12/21 Eidanger Maersk NY1/23 Ha2/2 
1 Lexa Maersk NY2/4 Ha2/16 BALTIMORE VANCOUVER, B.C. 


Express Am-Exp Bo2/5 NY2/7 
Javanese Prince Ha2/9 Bo2/1l NY2/12 Ba2/22 Nf2/23 | 
Exemplar Am-Exp Bo2/15 NY2/17 = E iN 


Cornelius Maersk NY2/21 Ha3/4 y, wal 
Z ,’ 10 Hanover Square, New York 5, N.Y. 





Cingalese Prince Ha3/5 Bo3/8 NY3/9 Ba3/15 Nf3/16 
Tel. Digby 4-6000 


Malayan Prince Ha4/3 Bod/6 NY4/7 Ba4/13 Nf4/14 Va, 
ayy Agents and Offices in All Principal Cities 


DJAKARTA d 


| 


12/12. Barbara Lykes N01/31 
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H. L. C. BENDIKS, INC. 


NEW YORK NEW ORLEANS 
96 Front St. 225 Magazine St. 





IMPORTERS - JOBBERS 


COFFEE - TEA 


N. V. KOFFIE HANDELMY 
MATAGALPA 


P. 0. Box 631 
AMSTERDAM, C, HOLLAND 








STANDARD BRANDS sets 
the STANDARD of QUALITY ! 


“PRESSURE PACKED” 


FOO TOP. CORTE 
Chase ESanbom (ior Frese. 










wes we ron coren® 
a anor? 





— “Dome Top” 
Coffee 





STANDARD BRANDS corona 
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SAILS SHIP 


18 Lexa 

19 Javanese 

3 Cingalese 
Malayan 


HONG KONG 


12/10 America 
12/11 Free State 
12/18 Anna 
12/23 Pacific 
12,25 Pine Tree 
12/29 Tide 

1/3 Peter 

1/6 China 
1/18 Jeppesen 


KOBE 


12/10 Sally 
12/14. America 
12/25 Anna 
12/27 Pacific 
1/2 Tide 
110 Peter 
1/10 China 
1/25 Jeppesen 


| SHIMIZU 


12/12 Sally 
12/16 Ameriea 
12/27 Anna 
12/29 Pacific 
1/4 Tide 
1/12 China 
1/12 Peter 
1/27 = Jeppesen 





1/31 Jeppesen 


TANGA 
12/28 Louise 

| 1/2 Lombok 

| 

1/10 Afr Sun 

| 1/24 Leslie 

| 1/27 Sarangan 

| 

2/3 Afr Crescent 

| 2/26 Lawak 

| 

| 

| 
YOKOHAMA 

| 12/15 Sally 

| 12/17 America 

| 12/30 Pacific 

| 12/31 Anna 

1/6 Tide 

| 1/13 China 

| 1/15 _ Peter 

| 

| 


LINE 


Maersk 
Prince 
Prince 
Prince 


PacTrans 


PacFar 
Maersk 


PacTrans 


PacFar 
Pioneer 
Maersk 
PacTrans 
Maersk 


Maersk 
PacTrans 
Maersk 


PacTrans 


Pioneer 
Maersk 
PacTrars 
Maersk 


Maersk 
PacTrans 
Maersk 
PacTrans 
Pioneer 
PacTrans 
Maersk 
Maersk 


Lykes 
Nedlloyd 


Farrell 
Lykes 
Nediloyd 


Farrell 
Nediloyd 


Maersk 
PacTrans 
PacTrans 
Maersk 
Pioneer 
PacTrans 
Maersk 
Maersk 


DUE 


NY2 4 Ha2 16 

Ha2/9 Bo2/11 NY2/12 Ba2/22 Nf2/23 
Ha3/5 Bo3/8 NY3/9 Ba3/15 Nf3/16 
Ha4/3 Bod/6 NY4/7 Ba4/13 Nf4/14 


SF12. 30 LA1 4 
SF12/26 LA1/2 
SF1/11 NY1/30 
SF1 12 LA1/16 
SF1/9 LAl 16 
NY2. 4 

SF1/28 NY2/16 
SF1/27 LA1/30 
SF2/11 NY3/1 


S$F12/25 NY1/12 
SF12/30 LA1/4 

SF1/11 NY1/30 
SF1/12 LA1/16 
NY2/4 

SF1/28 NY2/16 
SF1/27 Lal/30 

SF2/11 NY3/1 


SF12/25 NY1/12 
SF12/30 LA1/4 
SF1/11 NY1/30 
SF1/12 NY1/i6 
NY2/4 

SF1/27 LA1/30 
SF1/28 NY2/16 
SF2/11 NY3/1 


N01/28 


NY2/3 Pa2/5 Ba2/7 NO2/13 LA2/7 SF3/2 Se3/10 
Va3/12 Po3/15 

NY2/14 

N02/23 


NY3/5 Pa3/7 NO3/17 La3/30 SF4/1 Pod/5 Sed/8 
Va4/12 


NY3/10 


NY4/3 Pa4/6 Ba4/8 NO4/14 LA4/27 SF5/2 P05/6 
$e5/9 Va5/13 


SF12/25 NY1/12 
SF12/30 LA1/4 

S$F1/12 LA1/16 

SF1/11 NY1/30 
NY2/4 

SF1/27 LA1/30 

SF1/28 LA2/16 

SF2/11 NY3/1 


2 Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z. 
1 Accepts freight for New York, with transshipment at Cristobal, C. Z. 


| Rudolfo Stahl named president of FEDECAME 


Rodolfo Stahl of Guatemala has been elected president 


of the Federacion Cafetalera Centro-America-Mexico-El 
| Caribe. Twelve coffee producing countries comprise FEDE- 
| CAME—Costa Rica, Cuba, Domination Republic, Ecuador, 


El Salvador, Guatemala, Haiti, Honduras, Mexico, Nicara- 
gua, Panama and Puerto Rico. Mr. Stahl succeeds Roberto 


| E. Canessa, of El Salvador. 


| 





Buenaventura Quinonez Chacon, of Puerto Rico, was 
named vice president, and Professor Manuel Varela, Jr., 
of Panama, secretary, for the 1954-55 fiscal year. 
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Total 
Entries 


April 


May 


2.039 





August 

SHE MERRIINIGDD (6.0.6) cd oso co nen iA on ee Rae 2.157 
October 

November 

December 


January 
February 


August 
September 
October 


November (1-23) 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin 


The coffee outlook 

With the firming in coffee levels over the past weeks, 
roasters have already been forced to reflect the increase 
in their roasted prices. 

General Foods announced a three-cent-per-pound in- 
crease at the wholesale level, pointing out that green 
costs had risen about seven cents in the past month, both 
for spot purchases and coffee for shipment from primary 
sources. 

J. K. Evans added that the price of Maxwell House 
Coffee had dropped 20 cents a pound since the market 
peak earlier this year, and before the current increase. 

He also said that speaking for his own company and 
interpreting the attitudes in the coffee trade and among 
consumers, he hoped that the price of roasted coffee 
would continue at or below present levels. 

Behind the increasing firmness were several factors. 
One was the possibility of another dock strike in New 
York City. 

Another was the action taken by Brazil to eliminate 
the “variable” in the coffee cruzeiro, blocking out the 
effect of a steadily weakening cruzeiro on the coffee price. 


me 


Brazil 
1953 


753 





Coffee Movement in The U. S. Market 


(Figures in 1,000 bags) 
Deliveries—from : Visible a of Month 
Others ‘or Brazil Others Total 


375 
403 


1,351 
663 
744 374 
949 470 
630 ,038 2 38 
836 401 
766 483 
701 365 

,095 332 


1,210 
1,047 

849 
1,094 

750 
1,125 
1,203 
1,228 


1,535 


385 
511 
479 
365 
362 
439 


1,460 
1,392 
1,234 
1,217 
1,049 
891 
907 
1,078 
892 


821 
1,278 
1,224 

814 

499 

789 

592 

552 

529 

398 


375 


1,092 
754 596 
TAQ 640 
795 3° 572 
916 590 
136 


(Preliminary) 





A third factor, in all probability, were the actions 
taken by producing countries along the lines of seeking 
some form of ‘‘stabilization’ on an international basis 
for coffee prices. This, presumably, 
on scaling production to demand. 


would be based 


At the Rio conference, Brazil's President Joao Cafe 
Filho opened the sessions by calling on the delegates to 
see to it that their efforts toward economic cooperation 
were not “too little and too late.” 

The conference delved into four major topics: 

1. International trade—include the question of “stable 
and equitable” prices for primary producers. 

2. Economic development. 

3. Transportation. 

4. Miscellaneous economic topics. 

Not all the producing countries were reported in agree- 
ment on what they wanted in the way of stabilization, 
with differences arising from varying positions in rela- 
tion to possible surpluses. 

Despite the firming factors, the market continued with 
an undertone of softness, mostly clearly indicated in the 
spreads on the distant months. 
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SOUTHERN CROSS LINE — 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPINS COMPANY, INC. 
General Agents 








New York 4, N. Y. 











Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. | 
BOwling Green 9-0780 


Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


| 611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 








Import, Export and Bonded Trucking 





Free And Bonded Warehouses 
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Christmas 
Greetings 


BEST WISHES FOR THE NEW YEAR 


from 


JUSTO F. FERNANDEZ 


Finca “Las Animas” 


Coffee Planter & Exporter 


Grower of the highly appreciated 
Top Quality Coffee 





MAN 
A 


Juarez 35 Phone 22-47 


Jalapa Ver. Mexico 




















Season’s Greetings 


Ger 
DUPUY 


STORAGE & FORWARDING CORPORATION 


260! Decatur Street 
New Orleans 17, La. 




















| Comissérios e Exportadores 


BARROS S/A 


Coffee Exporters 


P. O. Box 1047 
Rua XV de Novembro No. 47 
SANTOS, BRAZIL 











Andres Uribe turns author; Colombian 
writes “Brown Gold’, book on coffee 


Andres Uribe, U. S. representative of the National Feder- 
ation of Coffee Growers of Colombia, is a man of many 
talents. 

He is a coffee man who is respected by members of the 
trade throughout the country. He is an amateur pilot who 
has flown a plane across the 
country to a coffee convention 
on the West Coast. 

Now he is emerging as 
the author of a book—on 
coffee, naturally. 

Mr. Uribe has written be- 
fore, many times, articles 
for industry publications and 
newspapers. But this is his 
first book. 

Called “Brown Gold: The 
Amazing Story of Coffee’, 
the book will be published by 
Random House late this year. 
The book carries an introduction by David E. Lilienthal, 
whose plans for the development of the natural resources 
of Colombia and Brazil, have excited all Latin America. 

“Brown Gold” tells about coffee from its discovery in 
Islam to its present-day status as one of the world’s largest 
items of international commerce. The book relates how 
coffee spread like wildfire throughout Europe and America, 
how coffee growing and coffee drinking established social 
customs and international relations, how and where it is 
produced, marketed and consumed today. The final chapter 
of the book describes recipes which use coffee as an ingredi- 
ent. 

Mr. Uribe has literally spent his entire life in the coffee 
industry. Born in Bogota, he worked as a youth on the 
family coffee finca and entered the coffee business at the 
completion of his schooling. He is now Colombia's perma- 
nent delegate to the Pan-American Coffee Bureau. He is 
also commercial adviser to the Colombian embassy in Wash- 
ington, and Colombian representative on the Special Com- 
mission on Coffee of the Inter-American Economic and 
Social Council of the Organization of American States. 


Andres Uribe 


Snell names South American representative 


Dr. Egon I. Sudy has been appointed to the staff of 
Foster D. Snell, Inc., consulting chemists and engineers. 
Dr. Sudy will be the technical representative for Foster 
D.. Snell, Inc. in Argentina, Brazil, Chile, and Uruguay. 

Previously chief chemist of Pharmacia, Inc., and deputy 
manager of the Paris subsidiary of Richard Hudnut and 
Warner Brothers, Dr. Sudy has a Ph.D. and MS. in 
chemistry from Budapest University. He is a board mem- 
ber of several companies in Argentine and Chile. 

Dr. Sudy’s association with Foster D. Snell, Inc., will 
provide better consulting services to industries in Argen- 
tine, Brazil, Chile, and Uruguay. 

Laboratory facilities at New York are thus made avail- 
able for analytical, bacteriological, toxicological, engineering, 
physical measurements, packaging engineering, and for all 
general chemical and engineering problems. 
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; Hristmas, 1954 


As coffee’s most turbulent year... and another year of growth 
for tea... draw to a close, industry members can Inok about and 
see where the ehbing 1954 leaues them, and where the incoming 1955 
will pick them up. e What they see should give them hope and 
confidence aud inspiration. “2 Hor in both industries the potential 
for growth ig enormous. “@ And realization of that potential 
rests with the industries themselves, not upon external fartors 
heyond influence or shaping. 

‘S From this fundamental fart springs our greeting, our wish 
that you relax with those you love in a pleasant Christmas ... and 


that you move on into a New Year of well-being and prosperity. 
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5 important steps in our service to the 
Tea Trade 








Old Slip 


Warehouse, Inc. 














Tea Storage 


[ Blending 


[ Reconditioning 
Repacking 























Tea Packaging for the Trade 








ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 
| 37-41 Old Slip, New-York 5, N. Y. | 


ARTHUR M. KOSTER, PRES. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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the growth of the U.S. tea market 





By SAMUEL WINOKUR 


Just how much has tea been growing? What should the 


industry do to keep it going? 

Answers to these questions, vital to the future of tea im 
the United States, were offered by Mr. Winokur to the 1954 
tea convention in his report as retiring president. 

Mr. Winokur is also vice president of Seeman Bros., Inc., 
packers of White Rose Tea. 


For the first eight months of 1954, tea imports amounted 
to 87,000,000. This is an increase of 22 per cent over the 
same period a year ago. 

An index of tea sales to wholesalers and retailers by pack- 
ers who contribute to the Tea Council shows a gain for the 
first seven months of 1954 of 15 per cent over last year. 

And perhaps the most valuable index of all—The A. C. 
Nielsen Grocery Store audit figures—shows a gain of 10 
per cent for the six months ending August Ist. 

Every man is his own crystal gazer, of course. What 
these figures add up to in my mind is a healthy gain for the 
year 1954 of about 10 to 12 per cent—and I'm being cautious 
and conservative. 

This record is a measure of both past accomplishment and 
future opportunity. Aside from the immediate business gain 
—and that’s a pretty large aside—the continuing upward 
trend offers pretty clear evidence that we've found a successful 
formula for promoting tea. With the planning and testing 
periods behind us now, we can use that formula to ever in- 
creasing advantage. 

Our satisfaction in recent accomplishments, however, 
should not blind us to the fact that the Tea Industry is still 
far short of what can and should be achieved. In terms 
of a selling job, in fact, we are still lagging well behind the 
industry mark of 1899, the year in which this organization 
was founded, and our per capita consumption still has a 
long way to go. 

In my opening remarks, I suggested a certain parallelism 
between 1899 and the present. I should like to bring that 
picture into slightly sharper focus by recalling to your mind 
that the per capita consumption of adults at that time was 
1.78 and reminding you that had we been able to maintain 
that same rate of consumption today, the market would be 
at 203 million pounds, rather than at the 1953 rate of 
103.3 million pounds. 

As you know, of course, the per capita rate was not main- 
tained. American tea consumption was already declining 
when this organization was founded, and the decline was to 
continue for half a century. The loss in per capita con- 
sumption was cushioned by a tremendous growth in national 
population, but that was poor consolation. It meant that 
our industry remained stagnant, while our competitors 
forged ahead. 

In recent years, the common interests of tea producing 
countries and the U.S. Tea trade has brought about an in- 
dustry-wide campaign to improve tea’s position in the mar- 
ket. The Tea Council's program of advertising, merchan- 
dising, promotion, publicity and the research that helps 
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G. L. Mehta (center) receiving a check for the Prime Minister's 
Relief Fund from Edward J. Vinnicombe, Jr., president of the Tea 
Association of the U. S., as Robert B. Smallwood, chairman of the 
Tea Council, looks on. The donation from the American tea trade 
will be used to help victims of the recent extensive floods in India. 





provide their direction are all cut from the same cloth, all 
woven together into one fabric that is tea’s suit of armor 
in its fight for position in the beverage market. Fortunately 
for all of us, the campaign is getting results. In a few short 
years, and with the still limited means at our disposal, we 
have demonstrated that we can produce surprising changes 
in the drinking habits of a nation. 

So, although Tea is growing, the question is—how to 
keep it going. 

In my mind, the most important ingredient for success 
in any undertaking is attitude, and of the question—‘‘how 
can we keep tea going ahead,” the answer for the most part 
is in the attitude of the people in this room today. If we 
want it to happen, we must be firmly resolved that it w// 
happen, and we must be willing to do whatever is necessary 
to make it happen. 

But attitude needs an assist from three other basic in- 
gredients for success—time, money and imagination. As 
I am convinced of attitude, I am likewise convinced of 
imagination, for it seems to me, that lacking imagination, 
we as an industry could not conceivably have come as far 
as we have in so short a tine. 

Many of us in this room today have spent most of our 
lives marketing products. I am sure that they will nod their 
heads in acquiescence when I say that rarely has so much 
been done with so little. I know this is repetitive, but it 
is important for us to keep in front of our minds always, 
that the $1,500,000 which we spend each year for tea is 
divided between two products, iced tea and hot tea. In spite 
of this diminution of what is a comparatively small appro- 
priation to start with, we have been able in the grocery 
field alone to chalk up gains of 6% in 1952 and 614% in 


(Continued on page 75) 
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and best wishes to 
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JAPAN GREEN TEA 


Carefully grown ° Carefully selected 


—Ask Your Importer 


Japan ‘Tea Exporters’ Association 


82-1 KITABAN-CHO Cable Address: 
SHIZUOKA, JAPAN EXPTEASSN 
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Producing Country Viewpoints at Tea Convention 


India: Tea production is expanding 


ems rE SB TD I RE I SE) 
By G. L. MEHTA, Ambassador of India to the United States 


The tea industry which, as you know, is composed of 
8,285 tea estates and finds employment for 1,250,000 people, 
passed through a severe crisis in 1952 caused by a fall in 
prices leading to the closure of nearly 102 tea gardens. 
However, thanks to the energetic steps taken to restrict 
output to quality tea, to measures taken by the government 
to assist the tea industry, to the expansion of external de- 
mand for tea and to the cooperative attitude of the workers 
who cheerfully accepted wage cuts, the industry's position 
improved considerably during 1953. I am glad to say that 
this improvement is being maintained. 

As a result of the voluntary crop restriction scheme, which 
was designed not to create artificial shortages in the market 
but to avoid over-production, Indian production in 1953 
was 608,000,000 pounds, compared to 620,000,000 pounds 


Ceylon: Tea is vital 





in the previous year. Exports have been so regulated as to 
ensure sufficient supply to the world markets. 

Because the bulk of the tea is exported, the industry is 
peculiarly susceptible to changes in consumption patterns 
abroad and is to that extent vulnerable. The efforts made 
by organizations set up in other countries to promote the 
consumption of tea have been of invaluable help in assuring 
a fairly steady market for the product. 

In this context, I should like to mention the commendable 
activities of the Tea Council and the very useful work it 
has been doing for the last year and a half in this country 


tea in India, which now stands 


Domestic 
at 170,000,000 pounds a year, is also steadily increasing. 
A Tea Board consisting of representatives from government, 


consumption of 


(Continued on 


page 74) 


to export earnings 


By R. S. GUNEWARDENE, Ambassador of Ceylon to the United States 


Towards improvement in the state of Ceylon’s economy, 
tea has made a handsome contribution. 

Tea prices during the first half of 1954 increased by 
nearly 16 per cent over 1953 prices. On the other hand, 
the price of Ceylon’s second most important export, rubber, 
declined, although the prices obtained due to our much 
misunderstood pact with the Peoples Republic of China 
were still appreciably higher than the world market prices. 

In 1953, tea contributed 52.2 per cent of Ceylon’s 
total export earnings, compared with 48.2 per cent in 
1952. 

In the first half of 1954, tea has exerted a preponderant 
on Ceylon’s export earnings, and has been re- 
sponsible for 63.9 per cent of those earnings. Rubber, 
which in 1953 accounted for 21.5 per cent of our export 
receipts, contributed 13.7 in the first half of 1954. Cocoa- 


influence 


nut products, the third prop of economy, which during the 
last few years have maintained a steady level of 15.5 per 
cent of our export receipts, contributed during the first 
half of 1954 10.8 per cent. 

Tea remains, therefore, Ceylon’s best friend and the 
main support of her economy. With the cessation of rubber 
exports to the United States, tea has become the principle 
dollar earner for Ceylon. 

It is our devout hope that its earnings will progressively 
increase as Americans, with their natural instinct for some- 
thing good, turn to tea in increasing numbers. 

I should like to say hew greatly I have been impressed 
by the efforts and achievements of that unique partnership 
of producers and trade, the Tea Council of the U.S.A., 
whose mission it is to promote American consumption of 
what I now find is claimed to be a heavenly gift. 


Indonesia: Exports mainstay of economy 


By ACHMAD NATANAGARA, Consul General of Indonesia 


Indonesia has not lost sight of the fact that its exports 
are still, and will probably always be, the mainstay of its 
economy. We do hope to diversify these exports so we 
will not be so dependent on the export of only a few raw 
materials such as rubber, tin, copra, oil. An all-out effort 
is being made to increase the production and exports of 
the various raw materials my country has traditionally sup- 
plied to the world such as rubber, tin, copra, oil, coffee, tea, 
palmoil, etc. 
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Increasing export revenues make possible increased im- 
ports, as well as purchase of capital goods for industriali- 
zation which will improve the present rather low standard of 
living of the Indonesian people. 

It is a contradiction, one is bound to think, when one of 
the potentially richest countries in the world, in terms of 
natural is at the bottom of the ladder where 
standards of living are concerned. 

(Continued on page 75) 
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Some of the pennants 
and posters for use at 
point-of-sale in the Tea 
Council’s upcoming 
"Take Tea and See” 


celebration. 


1955 hot tea “time” 
to be the industry’s 
biggest single promotion 


The tea industry is out to continue and expand the solid 
increase in tea sales and consumption in the U.S. now in 
its third consecutive year, with an increase in grocery 
tea sales of 24 per cent over 1951. 

Anthony Hyde, executive director of the Tea Council 
announced plans to kick-off 1955 with the tea industry's 
annual hot tea promotion, “Take Tea And See” time. 
running from January 9th to 22nd. 

The tea industry has pledged its full support to make 
it the greatest single promotion in tea history. 

The plan calls for a coordinated program to include 
the Council’s TV advertising, extensive publicity coverage, 
plus broad merchandising and promotion support. Store 
kits of point-of-purchase materials have been especially 
designed for both restaurant and grocery retailers, 

The total impact of the Tea Council's TV spot cam- 
paign on 35 stations in 12 markets, accounting for 40 
per cent of U.S. food sales, will be used to deliver the 
message—"It’s Take Tea And See Time’’—featuring the 
teapot symbol. This will add up to a total of 350 spots 
aimed at 53,000,000 people during the 13-day event. 

News covering every facet of the promotion will be 
sent to TV stations, radio stations and newspapers across 
the country. 

A direct mail campaign will acquaint every factor in 
tea distribution of special news and events in connection 
with the "Take Tea And See” time promotion. Depart- 
ment, variety, gift and specialty stores, china, pottery and 
silver teapot and tea service manufacturers, as well as 
allied food manufacturers, will be urged to renew their 
annual support of the event. 

The Tea Council has designed special display kits to 
promote the event at the point of sale. Each kit consists 
of six uniquely designed pennants (10 by 18 inches) and 
four eye-catching posters (11 by 14 inches), incorporating 
the famous teapot symbol, which will have a variety of 
uses in grocery stores—over-wire, in windows, on walls, 
over gondolas, or to frame jumbo tea displays; or in 
restaurants on back-bars, back glass, walls and windows. 

Restaurant and grocery chains will receive order blanks 
so they can put their bid in for supplies of this point- 
of-sale material free of charge direct from the Tea Council, 
500 Fifth Avenue, New York City. 
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In pledging full support, the tea industry is making 
similar plans to work the theme—It’ “Take Tea And 
Sec into their own advertising and to publicize 
this even through their own channels. 

Tea salesmen all over the country will be armed with the 
Tea Council's point-of-sale kits for their grocery and restau- 


Time 


rant customers 


Gerard L. Brant John M. Anderson 


Brant named assistant to Hyde 
by Tea Council; Anderson promoted 


Promotions of two key members of the staff of th: 
Tea Council of the U.S.A., Inc., were announced last 
month by Anthony Hyde, executive director. 

Gerard L. Brant was named assistant executive director, 
a new position. Mr, Brant was previously director of 
promotion. 

John M. Anderson was appointed director of promo 
tion. Mr. Anderson had been serving as assistant director 
of promotion. 

Mr. Brant has had 17 years of experience in advertis- 
ing, promotion and public relations. Previously, he was 
director of advertising for the National Association of 
Manufacturers; director of programming, publications 
and promotion for the Committee for Economic Develop- 
ment; assistant advertising manager for Oakite Products, 
Inc.; assistant to the advertising manager of Tidewater 
Associated Oil Co.; and administrative assistant to the 
executive vice president of the Norma Hoffman Bearings 
Corp. 

Previously, Mr. Anderson was vice president of the 
Faught Co., a public relations firm; associate director of 
publications and promotion for the Committe for Eco- 
nomic Development; and director of popular promotion 
for Columbia Records. 


Wilson named to Junior Board 


Robert Wilson, of Geyer Advertising, Inc., has been 
named to the Junior Board of Directors of the Tea As- 
sociation of the U.S.A. 

He replaces John Sunderland, of the Tetley Tea Co., 
who is being transferred to London, England. 


Picker upper! 

Mrs. Martha A. Bense, of Boston, fell 15 feet when 
the fire escape outside her home collapsed. 

When an ambulance arrived Mrs. Bense stood up, 
brushed the dust from her dress and said: 

“It’s all right. All I want is a cup of tea.” 
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U. S. Navy and Marine Corps 
now cooperating on new tea 


program; how to “sell” them 

The U.S. Navy and the U.S. Marine Corps have decided 
on a real effort to make tea available more often to their 
personnel, the Association of the U.S. A. has announced. 

This is in addition to the new policy on tea in the U.S. 
Army and the Air Force (see: ‘Selling the new market for 
tea in the Armed Forces,’ October, 1954, COFFEE & TEA 
INDUSTRIES. 

“In order for you to be most helpful and cooperative in 
this latest development it is important to understand several 
of the major points of difference in the food programs of 
these services,’ the association said. 

The Army and Air Force local bases and camps work on a 
master menu, prepared by headquarters, which indicates 
beverage service meal by meal, month by month. 

Ths Navy and Marine Corps leave all beverage decisions 
entirely up to the discretion of each local base or station. 

The new Army policy authorizes tea bag purchases, the 
first time this has been permitted. 

The Navy and Marine Corps have permitted local pur- 
chasing of tea bags for some time. 

The new Army policy allows each local base to provide 
for 1,350 tea bags per 100 men per month. 

The Navy and Marine Corps permit local bases to pur- 
chase and serve tea as much or as little as they want. 

While Navy and Marine Corps headquarters personnel 
are in favor of stepping up the tea service in all messes 
ashore in Continental U.S. A., they can only suggest that 
tea should be served at all meals. The final decision on 


what will be done rests with Navy and Marine commissary 
officers at the individual bases. 

The economic and other advantages of giving servicemen 
a choice of hot beverages at all meals must be ‘‘sold’” to 
the commissary officers. 

The Food service headquarters of the Navy and Marine 
Corps have themselves suggested that this ‘‘selling’” job 
be done. As they see it, there are three parts to the job, 
all of which can be carried on simultaneously: 

1. The Navy and Marine Corps are undertaking their 
own campaign to convince its field officers that a choice 
of hot beverages is desirable standard operating procedure. 

2. Tea Council representatives will personally call on the 
commissary and food service officers of all installations to 
acquaint them fully with the Army tea program. 

3. YOU and your sales force can and should start call- 
ing on the Navy and Marine Corps to stress the economy 
of wider use of tea. Available is a list of the locations for 
these contacts. Remember, the commissary officers in these 
locations for some time have had the authority to buy tea 
bags locally. 

Another point to remember is that like the Army, the 
Navy and Marine Corps use cups and mugs that hold eight 
to ten ounces of liquid. As you know, because of this fact 
the Army authorized 150 bags to the pound. This is a new 
selling point to use in Navy and Marine Corps contacts. 

All branches of the U.S. Armed forces are now working 
on the new tea program. The success of this program with 
servicemen now depends, in all cases, on how effectively 
and smoothly the tea industry serves each local base. 

“It is now up to the tea trade to put accurate information 
and the proper product before the right people in all the 
Armed Services,” the Tea Association emphasized. 
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Oct. Nov. Dec. YEAR 
1953 1953 1953 1953 
3,976 831 2,575 45,6735 
3,817 335 3,107 
221 5 6404 

758 528 

406 112 

239 


121 


Jan. 
1954 
3,093 
4,048 
469 
700 
66 
613 
405 


Aug. Sept. 
1953 1953 
4,832 

2,334 

159 

416 

327 

346 

106 


Black 
Ceylon 
India 
l'ormosa 
Java 
Africa 
Sumatra 
Misc. 


Green 
Japan 779 459 
Misc. 50 
Oolong 

Formosa 

Canton 

Sentd Cntn 


Misc. 
Mixed 


TOTALS 


——__ 


7,061 9,41010,.262 6,237 7,536 104.998 9,87610,315 13,207 16,266 14,285 11,584 6,468 5,022 








Tea Movement into the United 
(Figures in 1,000 pounds) 


Figures cover teas examined and passed, do not include retections. 


States 


July Aug. Sept. Oct. 


1954 1954 1954 
1.585 1,022 2,190 
1,588 1,545 2,144 
730 706 677 
882 429 
708 258 
280 130 


253 266 


Feb. Mar. 
1954 1954 
3,756 4,401 
4,049 5,129 
355 137 
904 1,330 
272 710 
593 497 
306 180 


April 
1954 
7,062 
6,432 
131 
1,165 
517 
260 
431 


184 


60 
: 31 


49 


10 


7,630 6,490 





Based on reports from U. S. Tea Examiner. 














India forms committee 
to check on furthering 
tea auctions there 


The government of India has set up a committee 
with U. K. Ghoshal, chairman of the Tea Board, as head 
to examine steps for the growth of tea auctions in India. 

The members of the committee are P. J. Griffiths, R. E. 
Culverhouse, Mackay Tallack, Eric de Costa, H. P. Barua 
and M. K. Sinha, 

The committee has been authorized to go to Colombo 
to study the steps which have resulted in the concentra- 
tion of auctions of Ceylon tea in Colombo, and also to 
London. 

It will submit its report to the government by February 
28th, 1955. 

"Steps should be taken for the progressive increase in 
the quantity auctioned in India so that within a reason- 
able period of time the bulk of the crop is auctioned 
within the country”” the government said. 

The changeover should be effected in such a way as to 
cause minimum dislocation to the ¢rderly marketing of 
this important export commodity, the government added. 


McKissock heads polio fund drive 


Allan McKissock, Jr., head of the tea department of 
Standard Brands, Inc., has accepted the chairmanship of 
the tea division of the 1955 Greater New York campaign 
of the National Foundation for Infantile Paralysis. 

The announcement was made by Laurence S. Kennedy. 
general chairman of the drive and president of Marsh 
and McLennan, insurance brokers. 

Mr. McKissock, who also spearheaded the tea division's 
efforts in the 1951 polio drive, held a meeting of his com- 
mittee in his office, to make plans for the industry's par- 
ticipation in the drive, which has a $4,000,000 goal. This 
is the local share of the $64,000,000 needed by the Na- 
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tional Foundation for Infantile Paralysis in the coming 
year to advance its vast new polio prevention program, 
to continue medical aid to patients, scientific research, edu- 
cation and other vital projects, 

Committee members include C. William Felton, Henry 
P. Thomson, Inc.; E. Vere Powers, George C. Cholwell 
& Co.; H. C. Lear, Thomas J. Lipton, Inc.; Herbert 
Thomas, Hall and Loudon; W. H. MacMelville, George 
Friedman Co., and Victor DiPierro, Eppens Smith Co.., 


Inc. ’ 


Donald E. Shalders joining De Hope 


Goldschmidt Corp. in New York City 


Donald E. Shalders, who has been with leading tea 
firms in London, England, arrived in the United States 
last month to join the De Hope Goldschmidt Corp. in 
New York City. 

Mr. Shalders had been connected with De Hope Gold- 
schmidt for several months, in London. 

He arrived with Mrs. Shalders and their young son on 
the liner United States. 

Mr. Shalders was previously associated with Tetley 
in London, and also with Reinachs Nephew, a well known 
tea firm in that city. He was also connected with the 
Lipton organization in Calcutta, 

He was in the RCAF during World War II. 


Byrne named manager of Lipton’s 


new Suffolk, Va., tea plant 


John Byrne, assistant manager at Thomas J. Lipton’s 
Streator plant, has been appointed plant manager at the 
firm's new Suffolk, Va., factory. 

Taking Mr. Byrne's place as Streator’s assistant plant 
manager is Edmund J. Larkin, assistant to Arthur J. Ben- 
nett, Hoboken plant manager, tea division. 
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Trade mourns passing of John Graham Wright, 
former president of Tetley Tea, Tea Association 


John Graham Wright, former president of the Tetley 
Tea Co., Inc., died last month at Doylestown Emergency 
Hospital, Doylestown, Pa. He was 74. 

Mr. Wright was president of the Tetley Tea Co., then 
called Joseph Tetley & Co., Inc. from 1915 until his retire- 
ment in 1945. He had been associated with the firm since 
1903. 

He was the son of William J. Wright, who established 
Tetley's first American office in 1888. The company began 
as a branch of the English firm, Joseph Tetley & Co., Ltd. 

Mr. Wright was president of the Tea Association of the 
US.A., Inc., for two terms, 1942 and 1943. He was a 
founder of the Tea Club, which sought to promote trade 
unity among tea packers and more widespread appreciation 
of tea among consumers. He was also a former director of 
The Wool Club and a member of the Associated Grocery 
Manufacturers of America. 

For the past seven years, Mr. Wright had lived on Old 
Newhope Road, Buckingham Township, Bucks County, Pa. 
Previously, he lived in Montclair, N. J. 

He maintained a summer home at Yarmouth, Nova Scotia, 
for many years, and made frequent trips to Nova Scotia 
for big game hunting and fishing. 

Mr. Wright was born in Brooklyn and was educated at 
the Brooklyn Polytechnic Institute. He began his business 
career at 17, as a clerk in the New York office of the Bel- 
fast Linen Handkerchief Co. He left that firm after five 
years to join the Tetley organization. 

He is survived by his wife, Mrs. Anna Robbins Wright; 


a daughter, Mrs. George Huntley, both of Bucks County, 
Pennsylvania; and a sister, Mrs. Gwyllm O. Grifhth, Birm- 
ingham, England. 

Funeral services were held at the Trinity Episcopal Church, 
Buckingham, Pa. 


Major shipment of Brazil tea 
imported into U. S$. via New Orleans 

A major shipment of tea produced in Brazil arrived 
last month in New Orleans on the Loide Parana, it ts 
reported by the De Hope Goldschmidt Corp. 

Although small quantities have been shipped to this 
country from time to time, this is the first large import 
of these teas in several years, the company said. 

The Brazil teas should be of considerable interest to 
the American trade in the present market situation, it 


was indicated. 


When she says she wants her tea 
strong — she means strong 

Mrs. Ada Biggs liked her tea “so strong that a London 
mouse could dance on it,” her son told a probate judge. 

The son, George R. Dodd, said his mother cut him out 
of her will because during the postwar rationing days the 
tea at his house was not quite that sturdy. 

Mrs. Biggs was 70 when she died in 1951, after making 
a new will which left most of her money to charity. 

The court voided the new will on the ground that she 
was of unsound mind at the time. It accepted a previous 
will made in 1944 which divided the 18,500 pound ($51,- 
800) estate between Dodd and his sister. 
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East Africa expands tea production 


Further progress in the planting out of tea in the three 
territories of East Africa was achieved in 1953, and the 
area now exceeds 40,000 acres. 

These facts are given by the East African Trade Com- 
missioner, as reported by The Tea and Rubber Mail, London. 

The acreage under tea in each territory is tabulated: 

1951 1952 1954 
. 19,873 21,011 21,7350 
. a23 7,798 8,397 

9,854 10,493 10,518 


Kenya 

Uganda 

Tanganyika 
Total . .37,048 39,302 40,645 

Production in both Uganda and Tanganyika was  sub- 
stantially greater than in the previous year. In the latter 
territory the number of tea factories increased to seven. 

In Kenya, weather conditions during the first half of 
the year were unfavorable for planting and production on 
account of the drought prevailing during the first three 
months and the abnormally low rainfall experienced during 
the remainder of the year. These conditions were responsible 
for a fall of over 1,750,000 pounds in the Kenya production. 

The total East African production in 1953 was some 
500,000 pounds below the previous year. 

While the Tanganyika crop was almost entirely exported, 
approximately 47 per cent of the Kenya and 33 per cent of 
the Uganda crop was retained for consumption within East 
Africa. 

Tea licensed for export outside the three East African 
territories during 1953 (including amounts carried forward 
from 1952 production) exceed 13,000,000 pounds. 


Season’s 
Greetings 


* 


CLEMENT 
TEA IMPORTER 
NEW YORK 5, N.Y 


91 WALL STREET 
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The average price obtained for tea exported during the 
year was 3s. 5d. per pound. 

The higher price of tea experienced during the year on 
world markets led to a review of the existing East African 
wholesale prices by the growers’ association. It was agreed 
that from January Ist, 1954, wholesale prices which had 
hitherto been several pence below average export level, 
would be reviewed annually and based on the London Panel 
Valuations for pool teas for the previous 12 months, with the 
Associated Tea Growers undertaking to keep the local mar- 
kets fully supplied. 


India: Tea production is expanding 
(Continued from page 69) 





management, workers and the tea trade was set up in April, 
1954, under the Tea Act. 

As evidence of the government's concern for the planta- 
tion industries, I may mention that a comprehensive inquiry 
is being undertaken into the economic conditions and prob- 
lems of the tea, coffee and rubber industries. This com- 
mission will go into all aspects of the industries, including 
methods and costs of production, financing and marketing. 
the possibilities of further expansion and development ct 
these industries. 

The outlook for the tea industry during the next season 
is regarded by those competent to judge as brighter than 
The latest estimate is that the total Indian crop in 
Sufficient 


betore. 
the next season will be larger than last year’s. 
supplies should, therefore, be available to meet the growing 
export demand. 

India is determined to develop, but its development is 


M. HAKIM 








an affair of the people and not a super-imposition from 
above. Development under the Five Year Plan for the 
last three years shows how much capital an under-developed 
economy working on democratic lines can usefully absorb. 
We believe that such development, to be effective, has to 
have priorities but should at the same time be wide in its 
range. Development in India is not concentrated on build- 
ing up a few heavy industries or a lop-sided economy. It 
is comprehensive in its character and includes within its 
ambit irrigation and power, transport and communications, 
health and education apart, of course, from agriculture and 
industry. We have to fight on many fronts, and time is our 
great enemy. 

We believe that with vision, cooperation and determina- 
tion, as well as the goodwill and support of our friends 
abroad, we shall be able to win the war against poverty 
and disease, illiteracy and unemployment. 


Indonesia: Exports mainstay 
(Continued from page 69) 





The government has attempted to stimulate the volume 
of exports by participating in various multi-lateral confer- 
ences pertaining to raw materials, such as rubber, tin, sugar 
and tea. In this respect should also be mentioned the vari- 
ous trade agreements which Indonesia has concluded with 
several countries and the missions which have been sent, 
among others, to South America, to explore the possibilities 
of furthering trade. 

One of the steps taken to increase exports has been the 
introduction by the government of measures to improve the 
quality of the raw materials to be exported. Many regu- 
lations have been issued in this respect, especially with re- 
gard to small holders’ products. 


the growth of the U.S. tea market 


(Continued from page 67) 





1953 and an estimated 10% in 1954. To me, these ac- 
complishments are a prime example of applied imagin- 
ation. I think that all who have had anything to do with 
the content of our advertising, choice of media and the use 
of media, should be highly praised and roundly congratu- 
lated. 

Yesterday you heard Don Wells talk about the competitive 
advertising forces at work to capture the consumer's mind 
and attention. I should like to cite some figures on the 
size of the tremendous competition in the beverage field. 
The American Dairy Association, for instance, spends about 
four million dollars a year. The Florida Citrus Commission 
goes to the market armed with an annual advertising budget 
of five and a half million dollars. 

To assure an effective use of our funds, we have had to 
concentrate on key markets. By the same token, however, 
we have been forced to pass up 609% of the market which 
would prove profitable if fully developed. As a conse- 
quence, our advertising message is reaching only 40% of the 
potential national audience. 

The Tea Industry, in short, still faces a hard struggle 
if we are to regain our historic position in the American 
market. 

As I have stated, I feel that there is no lack of attitude, 
nor of imaginaticn; time I would like to speak for by saying 
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Runneth Over with 
Good Wishes for the 
Holiday Season 


Eric Eben 


and the entire staff 


eastern Tes CORPORATION 


STATEN ISLAND, N. Y. 














that it is now working for us, and can and will continue to 
work for us, given that other necessary ingredient, money. 

that an investment in the Tea Council 
the that 


It seems to me 
Advertising best 
either side of the ocean, can make today. 


Let me illustrate what I mean by the statement: 


Fund ts investment anyone, on 


A solid return 


1951 the total investment producers and the U.S 
about 


since 
industry 
the 


have made in our 


For 


and 


tea trade campaign is 
value of the 


$28,000,000 


$6.000,000 the same period retail 


j 
asca tea above amounts to over 


mcr 


Ri ughly 


gross dollar value to the producing countries 


about $8,000,000. Similarly. the 


$6,400,000 


has been 


gross profit went up about 


standard, I believe that is a ‘fair’ return 


M asured Dy 

stment 
ng to the 
in U.S. 


any 


On an il 
for 10 million 


tea consumption, 


future, instance, fr every 


retail market will 


Looki 


Ibs mcrease 


expand by $17,500,000, the producing countries’ gross 
revenue will go uj $5,500,000 and 
the U.S. Tea Trad a gross profit of 
Nor do I belies that ¢ by] tive of a “&10,- 


this marke: is merely 
this year If we 


aroun d 
$4.000,.000 
000,000 pound increase each year in 
We shall 
make the necessary investment, 

| 


continue to De 


a wistful vista achieve that 


I believe that gain of this 


And 


year 


ours this is new revenue 


after When 


it makes you wonder if a 


SiZ¢e CAN 


which will continue year you get an 


investment as good as that, few 


more shares would not pay equal dividends 


Although we have done well so far, we cannot safely 


stand still in this dynamic market where new competitive 
forces are being mobilized to throw their weight against us. 

I strongly suggest that we protect the investment we have 
in tea in this United States market, by re-examining the 
amount of money which we are now placing behind the 
Industry Campaign. All of us concerned with advertising 
know that with today’s competitive conditions, each year 
it becomes more expensive merely to maintain one's level 
of advertising. Also those of us who are concerned with 
advertising know how fickle in a sense the consuming public 
and how soon the novelty of an idea or presentation 


1S, 


wears off. 


It seems to me that if we are truly to advance the 


which we have so competently begun, we need 
first 


cause for tea, 
more money into this campaign 


to consider putting 
and more im- 


trend which we have started, 
5 years hence, a 
feel as op- 


to maintain the 


intly to accelerate that trend so that 


Association continue to 


this 
here do today. 
Six years of growth 
have six years of growth and progress 


keep 


may 


in 1954, we 


us, we have the same challenge now 


that will face every person in the tea business every 
year from until eternity. We have organized partner- 
ship with the major tea producing countries into an effective 


now 


force to do battle for the consumer's beverage preference. 
We have unlocked the door that separates us from the 


through an industry-wide competition selling cam- 


gn and in the past ten years we have walked over the 


shold into a land of new opportunities for tea that are 


unlimited 
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All America loves LIPTON TEA! 





. bracing flavor-s full-bodied 


Brisk Lipton Tea h ively 
nd retreshing—-no wonder more peorle drink it than any 


other brand. Year 
has made Lipton America’s favorite tea. 


ter Vear, constant. dependable quality 
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pepper 
packing 
without 
tramp iron 


Packaging 


The Eriez magnetic pulley 
at Cal-Compack's plant al- 
lows dried peppers to fall 
free while firmly holding 
tramp iron until the belt 
carries it over the metal 
tray, where it slides into 
the container indicated ly 
the workman's hand. 





The frequently costly problem of tramp iron damage has 
found a simple, complete answer at the Santa Ana, Call- 
fornia plant of Cal-Compack Foods, Inc., one of the country’s 
two largest processors of dehydrated and ground peppers, 
It 1S reported. 

By instaliing an Eriez magnetic pulley as the head pulley 


pcp} ers, 1rOn. CON 


on an inspection belt handling the dried 


tamination product 


is automatically removed before th 
reaches the grinding machinery. 

The chili and paprika peppers, which constitute the raw 
materials for Cal-Compack’s operation, are 
fields 


Inevitably, a certain amount of stray iron 


brought to the 


plant directly from the Where they are 


; in many form 
accompanies these deliveries. After dehydration, inspection 
and weighing, the peppers which are to be ground are fel 
into a 100 horsepower hammer mill. 

The results have sometimes been distressing. W Crane 
of Cal-Compack, ‘One small 


weighing only a few ounces, can cause a great loss in both 


Says: piece of tra ron, 


time and money if allowed to get into the hammer mill 


Since installing the Eriez magnetic pulley, we are removing 
nails, keys, tools such as wrenches, and many other types 
of tramp iron--which would otherwise have been potentially 
dangerous—at the rate of about five pounds per day.” 

In addition te eliminating damage to the mill from this 
source, the high quality of the firm's product, which 1s 
shipped in containers weighing from 100 to 250 pounds, is 
protected from possibly serious contamination. 

The non-electric magnetic pulley which has proved such 
an ethcient answer to Cal-Compack’s problem is a product 
of the Eriez Manufacturing Co., Erie, Pa., said to be the 
world’s largest producers of permanent magnetic equipment 
for industry. 

The unit’s powerful Alnico V magnetic elements are so 
designed as to maintain a magnetic field of constant strength 
across the entire face of the pulley. 

In operation, the pulley exerts its force through the belt 
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to hold tramp iron cn the conveyor while non-ferrous ma- 
terial—in this case, the peppers—falls clear. The metal ob- 
jects, or fragments, are held firmly until the return of the 
belt carz.es them beyond the pulley’s magnetic field, where 
a chute or container may be provided to catch them. No 
wires, connections or fuses are involved, and virtually no 
maintenance 1s required in this entirely automatic operation, 
Available in a wide range cf standard dimensions and 
apacities, the Eriez permanent magnetic puliey will func- 
n equally well, it ts stated, through belts of rubber, can- 


stainless steel or other non-magnetic material 


Robert Cusack leaves Lipton 


Robert H. Cusack, manager of the sales promotion de 


since 1948, has re- 


Dancer 


partment ot fhomas J. Lipton, Inc., 


signed to accept an assignment with Fitzgerald 
1 


and Sample 
“His resignation was accepted reluctantly, but we all 


advertising agency. 
wish him the greatest of success in his new venture,” de- 
clared M. A. Reilly, vice president in charge of sales. 


Packaging for point-of- 
sale momentum. This 
custom-made _ corrugated 
display presents a spe- 
cial offer of a free cof- 
fee mug with a jar of 
Boscul Instant Coffee. A 
single piece quickly con- 
verts to this two-cell dis- 
play, with partition and 
tabs to secure jar and 
mug. The display was 
produced by the Stone 
Container Corp.'s Phila- 
delphia plant for the 
Wm. S. Scull Co., Cam- 
den, N. J. 





Premium promotions 
for the 
supermarket 


By JOSEPH BILDNER, President 
King Markets, Inc. 


Don't Lo through this little article too fast, just because 
ts's short. From a talk by Mr. Bildner to the Premium Ad- 
vertising Conference of the Premium Advertising Association 
of America, this material has valuable pointers for the coffee 
or tea packer with a premium promotion on the boards. 


The ideal premium promotion for a supermarket must 
be complete, so that the operator doesn't have to think or 
plan. 

The promotion should consist of: 

Window signs. 

Over-the-wire pennants or banners. 

Shelf. talkers. 

Display signs 

Bag stuffers. 

Punch cards, with a special punch or envelope if it 


l 
ys 
2 


is a tape plan. 
Special packages for display purposes. 

8. Reminder buttons and hats. 

9. Newspaper mats. 

10. Electros for cash registers. 

We prefer to buy our premiums from the first source, 
but some jobbers and premium specialists are able to offer 
attractive deals because of the huge quantities they are able 
to dispose of. 

We prefer items with a good name, something that will 
last. We don't like shoddy merchandise, all flash without 
substance. We are not carnival operators. We see our 
customers every day. 

The premium must make friends for us, build goodwill 
for us. Only good merchandise can do this. 


Cup of ‘Joe’ as essential to Navy 
as fuei oil and high explosives; 
per capita consumption is high 


To the Navy, coffee is about as essential as fuel oil 
and high explosives, according to Read W. Wynn, Lt. 
Commander, U.S. Navy, in the New York Times. 

The Navy has figured out its per-man per-year con- 
sumption of coffee this way: 

Station 
Ashore, Continental U.S 
mente gatuce TS... os. bc cscs saa es cwn 26.28 
Afloat 

Compare this with the national per capita consump- 
tion of 17 pounds per year and you get some idea of 
how important coffee is to the Navy. 

But an even better idea of what it means comes from 
the tremendous body of folklore, mystique and expertise, 
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going far beyond anything in “The Bluejacket’s Manual,” 
that has grown up around coffee in the Navy. 

There are many differences of opinion as to method— 
steam urn, glass vacuum type, percolator or open sauce- 
pan. But there is little question that Navy coffee is the 
most authoritative in the world. 

Skippers being transferred to new ships have been 
known to harangue BuPers (Navy Bureau of Personnel), 
pull strings in all directions and in general conduct them- 
selves in a way unbecoming to an officer—just to make 
sure that a particular steward “who really knows how to 
make coffee’ is transferred at the same time and to the 
same vessel. 

On Navy ships, and at most shore stations, ‘the galley 
is always open’’—meaning that coffee is available around 
the clock. In recent years it has gone far beyond that. 
Hot plates or other methods of brewing coffee are all 
over a ship nowadays. On some buckets the crew tries 
to get its cup of “joe” from officers’ country and on 
others the officers hint to the bridge messenger that it 
would be nice if he brought up a few mugs from the 
crew's quarters, rather than from the wardroom galley. 

On one occasion, during Warld War II, the chief mess- 
man for the wardroom of a destroyer—which had been 
out on a long, rough patrol—was subjected to some- 
thing like a court-martial about his coffee-making. 


Own brewing method 


All officers not on watch were present, and those who 
were on watch had their ears glued to speaking tubes 
and intercoms. It turned out, of course, that the man on 
trial was not at fault; it was simply that the officers 
couldn't agree as to how coffee should be assembled. 

Each brewer of robust Navy coffee has his own method, 
which he invariably labels “top secret.” A green young 
“bott’’ who washes the “joe pot’’ becomes at once the 
object of a blast of epithets. “Never wash it, just rise it 

gently!’ a steward shouts. 

Besides “joe,” there are other names, some less refined 
but no less affectionate, for coffee in the Navy— java, 
jamoke, silt, bilge, sludge, mud or shot-in-the-arm.” But 
most often it’s called “good old joe’’-—derived, some be- 
lieve. from the song, “Old Black Joe.” 

Perhaps no piece of the Navy man’s equipment is more 
carefully guarded than his “joe” mug. This is a well- 
built, capacious piece of crockery that seamen always 
like to have at hand. It is estimated that the Navy now 
has 2,000,000 mugs in use. 

Not iong ago, when one ship reported a shortage of 
mugs, an investigation turned up the reason. Many of 
the crew had three mugs apiece—the one used at chow 
time, one in a locker, and one within reach wherever 
his division worked. 


Arkell & Smiths elects new director 


Harold G. Brownson, vice president of the Irving 
Trust Co., has been elected a director of Arkell & Smiths, 
manufacturers of multiwall and specialty bags. 

Arkell & Smiths recently acquired its fourth bag-making 
plant, at Hudson Falls, N.Y., and formed within the 
company a new flexible packaging division. 

Other A. & S. plants are at Canajoharie, N. Y., Mobile, 
Ala., and Wellburg, W. Va. 
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solving packaging odor 
and flavor problems 





Trained panels of tasters and sniffers are now being used 
scientifically to eliminate off-odors and off-flavors in pack- 
aged items. 

L. C. Cartwright and Mrs. P. H. Kelley, of Foster D. 
Snell, Inc., New York City, discussed the application of 
sensory panel evaluation in a paper, ‘Case Histories in Solu- 
tion of Packaging Odor and Flavor Problems,” presented at 
the 16th Annual Packaging Institute Forum, Hotel Roose- 
velt, New York City. 

The taste panel evaluators were often confronted with 
many interesting problems, Palatable items which the panel 
tasted included coffee. Consumers had rejected the foods 
because of bad odors or flavors. 

The sensory panel also used its discriminatory taste buds 
to develop products which were acceptable to the consumer. 

A systematic approach to problems involving development 
of off-odors and off-flavors in packaged food and non-food 
items is required in order to effect their solution, Major 
reliance is placed on human olfactory response, although 
objective confirmation, such as chemical analysis, is used 
when appropriate. The problem of predicting probable 
consumer response is of great interest to any manufacturer. 
Equally important is the correction of the aroma or flavor 
of products that have been rejected by the consumer. 

Use of soundly established sensory methods, involving 
such studies as duo-trio or triangular differentiation, paired 
comparisons and rank order evaluation, as well as profile 
studies, provide rapid, acceptable solutions to problems of 
consumer acceptance or rejection of packaged products. 

Case histories of packaging odor and flavor problems show 
that the source of off-odor may be due to contamination be- 
fore packaging, absorption of odors during storage, residual 
foreign material in containers, off-odor contribution by the 
packaging material itself, or improper design and quality 
control of packaging system. 

Elimination of odor problems involve precise quality con- 
tro! of all component parts of package, careful inspection 
and control of storage facilities. 

Careful organalystic testing of products by scientific 
methods used by trained personnel on a tasting panel and 
by correct statistical treatment of the results is a means to 
detect foreign or off-flavors and odors where the most refined 
chemical analytical methods are unable to detect their 
presence. This fact makes panel taste-testing an important 
tool in trouble shooting where complaints of vague foreign 
flavors are being investigated, or where an effort is being 
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made to select proper packaging materials in anticipation of 
similar troubles. 

The task of creating an adequate tasting panel is a big 
job in itself, for it not only involves screening out those 
individuals whose sense of taste is not sufficiently acute to 
be of reliable value, but also training the experts who sur- 
vive the elimination tests. 

Not all packaging flavor-problems are caused by the 
packages themselves, as was true in the case of green coffee 
that gave off a strong phenolic odor which carried over to 
the roasted coffee in amounts sufficient to cause consumers 
to reject it. 

Careful testing plus some detective work revealed that 
the green coffee had been stored in a warchouse which had 
received a new floor. Prior to laying it, the old floor had 
been treated with creosote. During periods of high humidity 
and high temperature, when the warehouse was kept closed 
the odor of creosote was intensified in the air and was ab- 
sorbed by the green coffee and the burlap bags in which it 
was held. 

Incidentally, it seems that a damage claim for contami- 
nated packaging paper products had been paid by the sup- 
plier who had stored the materials in the same warehouse 
but had not thoroughly investigated the cause of the com- 
plaint. 


Bob Maleeny, Dodge & Olcott flavor chemist, describes operation of 
the firms’ dry solubles control laboratory to visiting D&O sales repre- 
sentatives. Plant tour was part of annual D&O national sales meet- 
ing for officers, executive, technical and sales personnel. Program 
also included discussions and demonstrations. 
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the chemistry of the tea leaf 





This review of chemistry and the tea leaf foreshadowing 
a possibility of scientific measurement of quality is from 
an overall picture of tea and chemistry, including the agri- 
cultural end, prepared by the Tea Research Institute of East 
Africa. 


The chemical process which occurs during the con- 
version of green leaf into made tea are complex. Of 
prime importance are those involved in fermentation. 
Three substances or groups of substances, are here con- 
the oxygen of the air; the so-called “tannins” 


a more general 


cerned 
(more correctly known as ‘‘catchins,” or 
term—"'polyphenols’); and ferments or enzymes, without 
which the first two cannot interact. 

The quality of made tea, particularly as to liquoring 
properties, depends largely on its content of polyphenols 
and the degree to which they have undergone alteration 
to more complex bodies during fermentation. The pro- 
portions of polyphenols and enzyme in the green leaf 
vary with such factors as soil, climate and season, and as 
these fluctuate so will the potential quality of the manu- 
factured tea. 

Work is in hand to study the variation with season 
of polyphenol content and fermenting activity. 

The “polyphenols” of tea leaf comprise at least of 
seven (and possibly more) closely related compounds, 
which are difficult to separate. However, A. E. Bradfield, 
to whom most of our recent knowledge is due, considers 
that differences in tea quality lie less in the proportions 
of different polyphenols present than in the total amounts 
of polyphenols and the extent of their modification during 
fermentation. 

A measure of the total amount of polyphenols present 
in either green leaf or made tea is provided by the amount 
oxidized by alkaline 
W. S. Shaw in 
(1935) 


iodine 
South 
when 


of material which can be 
solutions. This method, used by 
India (1930), 


suitably modified, to give a reasonably good comparative 


was shown by T. Eden 


estimate of ‘tannin’ content. 
Enzyme concerned in tea fermentation is a protein con- 
taining copper. It has not been obtained in anything like 


a pure condition. Preparations have been obtained of 
which the activity is at least 800 times that of fresh tea 
leaf. 

For comparative work, use is made of dry powders made 
by macerating fresh tea leaf with acetone and repeatedly 
washing out with the same solvent until a colorless residue 
is obtained, and this is dried in a vacuum. This treatment 
removes water, coloring matters (chlorophyll, etc.) and 
above all most of the polyphenols, but retains in the dry 
powder almost all the enzyme. 

The enzyme is very sensitive to heat and is, of course, 
destroyed when fermented leaf is dried. An extract pre- 
pared by boiling fresh leaf with water contains no active 
enzyme, but can be made to ferment by adding fresh 
enzyme preparations made as When such 
mixtures are aerated the progress of fermentation can be 
followed by estimating at intervals the total oxidizable 
matter by the method outlined in the preceeding section. 

A more convenient method, due to the work of H. B. 
Sreenangachar in Ceylon (1943), is to use, instead of a 
tea leaf extract, a solution containing a single simple 
polyphenol plus ascorbic acid (vitamin C). The dis- 
appearance of the latter is easily followed, and is a measure 
of the enzyme action. Thus, it is possible to compare 
the enzymic or fermenting activities being represented by 
the amount of ascorbic acid acting upon the enzyme- 
equivalent of one gram of dry matter in the original leaf. 
Drying and preserving samples in such a manner as to 
alter as little as possible their original composition be- 
came necessary when leaves were brought from a distance 


described. 


for examination. 


India Pepper Association formed 

The All-India Pepper Exporters Conference, constituted 
in September, 1952, to deal with problems of pepper de- 
tentions in the USA during July to September that year, 
has converted itself into the India Pepper Trade Associa- 
tion, 

The association, with its headquarters at Cochin, has 
Vallabhdas Mariwala as president, H. U. Buechi as vice- 
president, and V. N. Sundaresan as secretary. 
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cardamom 


production 


Part 2-Conclusion 


This review of cardamom is from the recent report ol 
India's Spices Enquiry Committee, which came up with basic 
mggestions for improving that country’s plantation industries. 

oc é Cc 


The main market for India cardamom is Sweden and 
nearly one-quarter of the Indian output is shipped to this 
country. The next important market is Saudi Arabia. Both 
these countries together take nearly 40 per cent of the 
Indian export. 

The exports of cardamom from India to the U.S. and to 
Canada have been small, and the recent trend of ship- 
ments also shows a decline. The reduced offtake by the 
U.S. is attributed to competition from Guatemala. 

Due to large accumulation of stocks, the price of carda- 
mom remained depressed in all internal markets during 
World War II. With the cessation of hostilities, there was 
improvement in foreign trade as well as in the prices of 
this commodity. The price of green cardamom which 
stood at Rs. 104 per maund during 1945-46 steadily rose to 
a maximum of Rs. 937 during 1950-51. The price declined 
slightly to Rs. 932 in 1951-52. The recession started dur- 
ing this period continued and the prices of this product 
amounted to Rs. 603 during 1952-53. 

In spite of this decline, the current prices are still 
nearly five times the 1945-46 prices and are considered too 
high by the average consumers in India. Unless more 
favorable prices are quoted by cutting down production costs 
to the minimum, consumption of this spice is not likely to 
go up. 

After harvesting cardamom is dried and the produce is 
taken to the assembling markets without further processing. 
The main assembling markets for the produce of Travan- 
core-Cochin are Cumbum, Bodinayakanur, Thevaram and 
Pattiverranpatty. Saklaspur is the important center in My- 
sore State. Goorg crop is assembled at Mercara. 

The method of sale adopted in all these assembling mar- 
kets is the auction system, and the producers generally get 
a competitive price. The buyers at these assembling mar- 
kets clean and produce and sort it out into different trade 
qualities. They also sometimes do the bleaching and pre- 
pare white cardamom. 

Shipments take place after settling the rates of cable and 
on receipt of the firm order. 

The charges incurred in the assembling of the produce 
have been found to vary from 8 to 10 per cent of the 
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market price, and an equal amount has to be spent further 
on railway freight and merchandising charges. Standard 
weights are not used in all these markets. There is con- 
siderable scope for improvement in the assembling markets 
by organizing regulated markets for this commodity. 

Agronomic and botanical research in the cardamom crop 
have been inadequate. Considering the need for scientific 
aid in these problems, we recommend that two additional 
cardamom research stations should be opened, one in Sak- 
laspur region of the Mysore State and another in the Carda- 
mom Hills of Travancore-Cochin. The regional research 
station at Mysore should study the problems of Coorg also. 
Research should be conducted to find out alternative uses 
for cardamom oil as the present uses are limited. The 
National Chemical Laboratory at Poona and Council of 
Scientific and Industrial Research should investigate the 
possibilities and also subsidize suitable schemes in this con- 
nection. 

The main demand for cardamom with in the country 
is in the markets of Upper India. In order to enable 
the producers to sell at cheaper rates and to reduce the 
cost of distribution, it is recommended that specially re- 
duced station-to-station rates should be charged by the 
railways for transporting cardamom from the producing 
areas of South India to the distributing centers of Upper 
India. 

The important foreiga markets for Indian cardamom 
are the countries of the Middle East and Europe, par- 
ticularly Saudi Arabia and Sweden. The Indian govern- 
ment trade representatives concerned and the Special 
Export Promotion Agency we have proposed in the case 
of pepper should give wider publicity to the better 
aroma and greater oil-content of the Indian cardamoms 
and take all possible steps to help sales promotion in 
these markets. 

The cooperative societies engaged in the marketing 
of cardamom, particularly those at Saklaspur and My- 
sore, were found to do useful work. For want of better 
storage and credit facilities, the volume of business 
handled by these societies was comparatively small. The 
state government concerned and the central government 
should provide these facilities and thus encourage the 
formation of more cooperatives. 

The charges for marketing of the produce which are 
payable by the producers in many of the markets amount 
to about 10 per cent of the preva‘ling market price. By 
standardizing the weights and various market practices 
and charges, it should be possible to increase the margin 
of profit of the producers. Early steps in this direction 
should be taken by the state governments concerned. 

There is need for organizing a market-news service 
at least in all the important assembling centers with a 
view to enabling the producers to determine their selling 
price and derive the maximum benefit. 

The central and regional committees proposed for 
the development of the pepper industry should deal also 
with the various measures which we have recommended 
above for developing the cardamom industry in India. 


Bulk of crop shipped to outmarkets 

The great majority of Ceylon tea offered is shipped 
direct to the outmarkets, where it is blended and packed by 
the consignees before distribution to the retailer for 
sale to the public. 





Six stages in producing 
Japanese green tea 


The six stages consist of steaming, primary rolling, in- 
termediate rolling, re-drying, final rolling and final drying. 

Steaming: The first step in green tea manufacture is 
steaming, by which the oxidizing enzyme in the leaf is de- 
ptived of its activity and the leaf is enabled to maintain its 
green color. 

The steaming machine consists of a flat box and an 
endless belt, on which the tea leaves are spread and steamed. 
The steam is introduced from a boiler and steaming is 
completed in 30 to 40 seconds only. The leaves, steamed 
correctly, must be cooled by a fan as soon as possible. 

Primary rolling: The primary rolling machine is a 
wooden box, through which a shaft with sweepers and forks 
rotates. In this machine the leaves are agitated and de- 
hydrated by the hot air, introduced by a fan from a furnace, 
and taken out when the loss of weight reaches 48 per cent, 
after about 35 minutes. 

Intermediate rolling: The object of this process is to 
break the leaf cells and enable the content of the leaves to 
dissolve easily when brewed. This machine is constructed 
with a cylindrical receptacle with a cap and a table with 
metal battens, upon which the former has a circular move- 
ment. The leaves are rolled under pressure for five minutes 
without heating, and after being taken out, the lumps are 
broken. 

Re-drying: The re-drier has a construction and operation 
similar to that of the primary rolling machine, except that 
the former has a rotating body. The leaves are reduced 68 
per cent of their weight for about 15 minutes. 

Final rolling: The final rolling machine is a trough, 
placed over a heater and rolling parts are set in it. The 
lower part is fixed in the bottom of the trough, while the 
upper part is hanging and reciprocating. The leaves held 
between these parts are twisted under pressure as by hands, 
and are dried with the help of the heater beneath the 
trough. Then, after about 35 minutes, the forming of the 
tea is completed. 

Final drying: After being taken out of the final rolling 
machine, the leaves are again dried with hot air at about 
65°C and when the moisture content of the tea is reduced 
to four per cent, are allowed to cool and are then packed. 

With the exception of a small amount of black tea, all 
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of the teas produced in Japan are green teas. They are 
classified into the following four styles: 

1. Gyokuro, or ‘Pearl Dew’, reputed to be the finest 
tea made in Japan; grown under shade, which reduces the 
tannin and increases the caffein, at the same time brighten- 
ing the color of the leaf and sweetening its flavor. 

2. Tencha or Ceremonial Tea, shaded in the garden, the 
same as Gyokuro tea, but made by drying the leaf without 
rolling and then grinding it into powder. 

3. Sencha, a common tea, made of young tender leaves 
and well twisted. This is the popular sort for domestic 
consumption and for export. 

4. Bancha, a coarse tea, made from the coarser leaves 
or by separation from the raw tea of Sencha at the time of 
re-firing. 


Degling named American Can v. p. 


A. O. Degling, formerly general manager of the Ameri- 
can Can Co.’s engineering department, has been elected 
vice president in charge of purchasing and traffic, it was 
announced by William C. Stolk, president. 

L. A. Britzke, formerly assistant general manager of 
engineering, has been appointed general manager of en- 
gineering, Mr. Stolk said. 

Mr. Degling joined the company as a structural engineer 
in 1935. In recent years he had been in charge of Canco’s 
extensive postwar construction program, including the 
building of nine new plants and additions to others. In 
1949 he was named manager of the construction division 
of the engineering department, and a year later was ap- 
pointed general manager. 

He also is chief executive officer of the American Can 
Co. de Venezuela, $.A., a Canco subsidiary which holds 
stock interest in a new Venezuela can manufacturing 
company. 

Mr. Britzke, the new general manager of the engineer- 
ing department, started with Canco in 1935 as a time. 
keeper at the firm’s St. Louis plant. In subsequent years 
he was chief electrician and plant engineer at the Houston. 
Tex. factory, and during World War II held similar 
posts at the company’s torpedo plant in St. Louis. 
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By MARK M. HALL 


s 8 Bill Morton, noted coffee wit and 
man-about-the-town-of-Los Angeles, was 
seen drinking coffee in the office of Ed 
Johnson, Sr., who is now in Mexico. 
While it is not Bill’s custom to drink 
coffee too freely, he does love to sip it 
sitting in Ed’s big office chair. Norm 
was there to watch him and refill his cup 
when needed. 

Bill has been seen at regular intervals 
in San Francisco, and it is suspected he 
comes up here to get a sniff of the fresh 
air that prevails about the corner of 
California and Front Street. It could be 
that it is an agreeable way to resuscitate 
himself after the smog of Los Angeles. 
However that may be, Bill now acclaims 
himself a coffee operator, not a broker 
or importer. He wanted to add “from 
the sunny south,” but that had to be de- 
leted because of atmospheric changes in 
his home town. At least, Bill himself is 
like a blast of fresh air, and if vou 
have the coffee blues, just look him up. 

Bill is a fast thinker and it is suspected 

that he kept his shirt during the last 
coffee storm, and maybe added a_ few 
other garments as well. 
@ @ The General Steamship Co. gave 
a party to coffee men on the Hardanger, 
of the Westfal-Larsen Line, for which 
they are agents. L. I. McKim and I. 
Garbis were among those who acted as 
hosts for the company. 

The Nordanger was recently launched 
in Bergen, Norway, for the line. It is 
a sister ship to the Hardanger, and was 
built for the service to the Pacific Coast 
and the West and East Coasts of South 
America. ’ 

@ @ The Pope and Talbot Lines moved 
their offices from California Street to the 
fifth floor of the Shell Building, This 
was an important change for them, for 
they gave up their ground floor offices, 


along with their second floor offices, to 
be all on one floor at the new location 

While this change was going on, the 
P & T Trader was cracking up in a vio- 
lent sea 900 miles off Cape Flattery, in 
the Pacific Ocean. 


Edward T. Ellis 
s #8 Edward T. Ellis is now assistant to 
the president of A. Schilling & Co., di- 
vision of the McCormick & Co., Inc. He 
was also elected to the Schilling board of 
directors and to the executive committee. 

Mr. Ellis has been with the company 
since 1931. After a period in the office 
and in the manufacturing end of the busi- 
ness, he went into sales, being at one 
time division manager for North Caro- 
lina and later regional sales manager for 
four states. In 1949 he was assistant 
sales manager, then personnel director 
for McCormick and later director of hu- 
man_ relations. 

Mr. Ellis was educated at the Friends 
School in Baltimore, and later went to 
Lafayette College, Easton, Pa, He has 
been a member of the Junior Board of 
Directors of McCormick, on the Junior 
Board of Directors of the Tea Associa- 


«tion; president the Charlotte Junior Cham- 


ber of Commerce and president of the 
North Carolina Junior Chamber of Com- 
merce. 


@ @ Harden Richie was recently appoint- 
ed advertising promotion manager for 
Spice Islands, Inc. Mr. Harden was 
formerly assistant account executive for 
Del Monte at the McCann-Erickson ad- 
vertising agency. He is a graduate of 
Yale and a native of the state. With his 
background, he seems well equipped for 
his new duties at Spice Islands. 
@ @ Bill Nickelmann, of S. F. Pellas, 
last month visited El Salvador, where the 
company’s local representative, Com- 
mercial International, S.A., installed a 
new office. The later firm’s main office 
is in Nicaragua. Bill is well acquainted 
with El Salvador. He seems to have fal- 
len heir to the task of explaining to 
Central Americans that the United States 
didn’t plan the coffee debacle that way 
8 8 Ed Johnson Sr. was in Mexico 
City last month. It is a good place to 
go at this time of the year, but Norman 
claims that his father’s trips are for 
business, not pleasure. He took Mrs. 
Johnson with him. 
® ® John Siegfried, of Irwin-Harrisons- 
Whitney, went to the hospital last month 
for an operation on his eye. It is re- 
ported to have been successful, and John 
is doing very well at home, with expecta- 
tions of soon being back on the job 
@ 8 Another well known figure has 
been moved away from his friends in 
San Francisco. First it was Allan Me- 
Kay, who was sent by the Shillings’ 
division of McCormick to take charge of 
their coffee department in Portland, and 
now it is Warren Kludt, who has been 
transferred to Los Angeles. He is now 
assistant to Ray Bradt, coffee manager for 
the Ben-Hur division of the company. 
All of the California coffee roasting and 
packaging has been transferred to Los 
Angeles. 
@ekd Spillane told us that Tom 
O'Rourke, of the Aldine Paper Co., re- 
cently visited his office. The company 
manufactures tea bag paper. He was 
making his annual trip about the United 
States. He reported business very good. 
His next stop was Los Angeles. 
8 8 George Witt, general manager of 
(Continued on page 87) 
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® @ Front Streeters who were at Boca 
Katon no sooner returned than they wish- 
ed they hadn't. From Boca’s lovely mid- 
summer temperatures they debarked into 
New York's first real cold wave. More 
than one conventioneer found himself 
longing for those missing 60 degrees 
Fahrenheit. 

@ 6 In town before the convention, and 
after, were many visitors from producing 
countries who took in the Boca Raton 
meetings. 

® 8 Vic Cain, who covers the Southern 
California beat for C& TI and does a 
vigorous job in green coffee for Bill 
Morton, stopped in for a chat. He had 
flown East with his wife, heading for 

Soca, and took in New York on the way. 
He was figuring on a New Orleans stop- 
over on his way back to Los Angeles. 
8 8 Kind of a regional preview of the 
convention, in its array of coffee people, 
was the open house reception at the new 
headquarters of the Coffee Brewing In- 
stitute, 551 Fifth Avenue. 

The headquarters combine an im- 
pressive, modern appearance with an cf- 
ficient set-up—including a test kitchen. 

It’s comforting to coffee people, know- 

ing that Gene Laughery has built CBI 
into a dedicated, hard-hitting organi- 
zation working on their bchalf. 
@ 8 Tea leaders were on hand to add 
to the official welcome tendered by New 
York City and the country as a whole 
to Sir John Kotelawala, Prime Minister 
of Ceylon, here on an official mission. 

At a dinner tendered by the Mayor of 


New York, tea men on hand included 
Robert C. Smallwood, William Felton, 
Samuel Winokur and P. C. Irwin, Jr. 

In Washington, Sir John met with 
John Foster Dulles, Secretary of State, 
on U.S. economic and technical aid. 
® ® Arriving last month on the Moore- 
McCormack Good Neighbor liner Argen- 
tina was Salvio P. de Almeida Prado, di- 
rector of the coffee department of 
“Faresp,” in Sao Paulo. He was ac- 
companied by his wife, 

8 ® Carlos Trueba & Son, importers of 
Colombian coffees, recently moved to new 
and larger headquarters at 120 Wall 
Street. 

@ eA number of resignations from 
membership in the New York City Grecn 
Coffee Association have been accepted 
by the board of directors. 

Among the companies no longer on 

the roster are Nieschlag & Co., Inc., H. 
C. Bohack Co., Inc., Robert W. Brown, 
Isbrandtsen Co., Inc., and Alfred Kramcr 
& Co. 
@ @ The New York Green Coffee As- 
sociation has come up with a conclusion 
on the matter of responsibility for the 
acceptance of “shorts” on ex-dock con- 
tracts. 

Shorts, in this case, are bags remaining 
on the dock after the original pick-up 
has been accomplished. 

The association’s Traffic and Ware- 
house Committee recommended that  re- 
sponsibility for removal of the short bags 
rest with the buyer. The board accepted 
this recommendation. 


The Board also accepted the tenet 
that it has been the custom of the trade 
for the buyer to accept short bags with- 
out time limit. 

The same relationship applies to bags 
removed to warehouses for reconditioning. 

It was also pointed out that there can 
be agreements between buyers and seller 
regarding acceptance of shorts, 

The association has written to the 
steamship conferences, asking their mem- 
bers to expedite complete delivery of 
ships’ cargo, in order to minimize the 
short bag problem. 
® 8 William Black, president of Chock 
Full O’ Nuts Coffee, has named Herbert 
Watson general sales manager. 

Mr. Black said that Mr. Watson has 
been in ex cutive posts in the coffee and 
food trades for 20 years, and will now 
supervise the sales, merchandising and 
promotion of Chock Full O' Nuts 
vacuum-packed coffee. 

The company’s coffee distribution now 

includes New York, New Jersey, Con- 
necticut and Western Massachusetts. 
@ @ With the green coffee keglers roll- 
ing on into the season, the Byrne, Delay 
bowlers have edged into the lead. At 
this writing the team has chalked up 12 
wins to 3 games lost. 

Right behind is the Ehrhard team with 
11 and 4. 

Tied for third place are Hard & Rand 
and Southern Cross, each with 10° won 
and 5 lost. 

On their heels is the Slover crew, with 
9 and 6. 

Bringing up the rear are Aronco and 
Bendiks, each with 8 and 7; East Asiatic 
and Neugass, with 7 and 8; Schaefer 
Klaussman with 5 and 10; and Savarin 
with 3 and 12. 
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DECEMBER, 1954 





























lin C= Votes 


SOM ee 


By W. McKENNON 


#e@!. B. Pedrick, vice president, pas- 
senger trathc, has announced the appoint- 
ment of Miss Alice 1), Kershner as pas- 
senger representative for the New York 
area of the Delta Line. 

Miss Kershner has been connected with 
the New York office since 1948, and her 
new appointment is in line with company 
policy to handle more efficiently the in- 
creasing volume of passenger business be- 
tween New Orleans and the East Coast 
of South America. 
® @ Funeral services for John Theodore 
Landry, 55, vice president of J. Aron & 
Co., Inc., here, and general manager of 
the Supreme Sugar Refinery, were held 
from the St. Philomeme church at La- 
badieville, La., with interment in St. 
Joseph's cemetery, Thibodaux, La. 

Mr. Landry died at Cox Hospital in 
Napoleonville following a brief illness. 

Mr. Landry was a graduate of Louisi- 
ana State University and a veteran of 
World War I. He was elected vice 
president of J. Aron & Co., in October, 
1953. 

He is survived by his widow, his father, 
two sons, three daughters and three 
sisters. 

8 8 Ralph Lombardi, of Machado & Co., 
New York City, was in town recently 
visiting the trade. 

@ eR. M. Bowen, of the Denison Coffee 
Co., Albuquerque, N. M., with Mrs. 
Bowen, visited here recently, making his 
headquarters at Adolph C. Ricks & Co., 
before leaving for Chicago. 

8 8 Floriano dos Santos, of Marcellino 
Martins Filho & Cia., Rio de Janeiro, 
with his wife, visited here in November, 
making his headquarters at the offices of 
Lafaye & Arnaud. They will visit New 
York and attend the coffee convention 
at Boca Raton before returning home. 

@ @ Lupercio Nunez, Sr., of Cia Nunez 
Medina, after a trip to New York visited 


briefly in New Orleans before sailing for 
Santos aboard the Del Norte. 

@ @ Harry X. Kelly, president of the 
Mississippi Shipping Co., was recently 
appointed to the marine section of the 
National Safety Congress. 

@® 8 Attending the Southern Coffee 
Roasters’ Association fall meeting in 
Atlanta, from New Orleans, were Ralph 
Richards and Grady Tiller, of Otis, Mc- 
Allister; Albert Barrentos and George 
G. Westfeldt, of Westfeldt Bros.; Tom 
Buckley, of Buckley & Forstall; |. W. 
Gehrkin, of R. E. Schanzer, Inc.; David 
Kattan; W. J. Ganucheau and Edward 
J. Gernon, Sr., of the F. D. Wilcox Co.; 
Albert Schaaf, of Stewart, Carnal & 
Co.; and Greogory L. Martinez, Jr., of 
the Carl Borchsenius Co., New Orleans. 
@ 8 The Pan American Coffee Bureau 
presented coffee advertising techniques 
here to a group of the trade and ad- 
vertising executives at the International 
House. 

@ @ Gregory L. Martinez, Jr., enter- 
tained members of the trade at the St. 
Charles Hotel, with Carl Borchsenius 
and |. Frorup, Cie Du Niger as_ his 
guests of honor. 

@ @ Miss Lynn Marie Lafaye, daughter 
of Mr. and Mrs. Henry Ashton Lafaye, 
became the bride of William Henderson 
Norman Duncan at the Holy Name of 
Jesus Church. The bride’s twin sister 
was maid of honor, and out-of-town 
guests included Mr. and Mrs. Floriana 
dos Santos of Rio. 


St. Louis 
By LEE H. NOLTE 


@ @ The trade has seen the wind-up of 
the 1954 golf season of the St. Louis 
Coffee Club. It was the annual handicap 
golf tournament, played over the beauti- 
ful course of the Glen Echo Country 
Club. 


Here are the results: low net score 
was won by Jim Jensen, of the O'Connor 
Coffee Co., with a 71. Runner-up, with 
72, was Ed McCleery, of the W. Ferd 
Dahlen Co. 

Hole-in-one was tied between Tom 
Venker, of General Grocer, and Joe Fri- 
mel, coffee broker. The first attendance 
prize was won by Pete Rubinelli, Star 
Coffee Co. 

Winning this year, too, makes Jim 
Jensen a second time top man. If he 
continues to sharpen his play, he should 
win the beautiful trophy a third time and 
if so, it will become his property. Best 
of luck to Jim! 

All of the remaining golfers, and other 
guests who did not play, went home with 
beautiful prizes. In this connection, the 
chairman of the golf committee, Ed Mc- 
Cleery thanks each and every contributor 
for the beautiful prizes he gave. 

There were 45 members and guests for 
dinner, a fine turnout. 

s 8 The Christmas party given by the 
club is a big annual event, and we are 
looking forward to it. 


Caswell boosts sales 
with steak knife offer 


The George W. Caswell Co., San Fran- 
cisco, has offered a genuine made-in- 
England Sheffield steel steak knife, $1.25 
value, for 50 cents and “the last two 
inches of the unwinding band from one 
Caswell Coffee can”. 

Caswell has found that those premiums 
which stimulate repeat sales are the best 
from the firm’s viewpoint, it has been re- 
ported. 

Caswell plugged the steak knife offer 
on its radio program, “Something to 
Think About” (Don Lee Network). 

The can itself was also used to attract 
attention to the offer. A key “outsert” 
and band strip on each coffee can called 
consumer notice to the premium deal. 


@ @ Employees of the Hot Coffee Vend- 
ing Service, Inc., Brooklyn, have en- 
rolled with the Health Insurance Plan 
of Greater New York. 
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HONDURAS WASHED COFFEES 
HONDURAS UNWASHED COFFEES 


DAVID A. KATTAN 


COFFEE IMPORTERS 
New Orleans 12, La. 


Tel: CAnal 5745 


FELIX J. VACCARO 


305 Magazine St., New Orleans 12, La. 
Cable Address: FELVAC 


Special attention to the requirements of roasters’ selections; 
quotations and samples submitted on request. 


REPRESENTING EXPORTERS IN: 
Santos, Rio de Janeiro and Victoria, Brazil; Guayaquil and 
Manta, Ecuador; Managua, Nicaragua; Havana, Cuba; San 
Jose, Costa Rica; San Pedro Sula, Honduras; Ciudad Trujillo, 
Dominican Republic. 
Sub-Agent in Principal Markets 


ROASTERS REPRESENTATION SOLICITED 


Phone: MAgnolia 3688 




















¢. H. D'ANTONIO & CO. 


Coffee 


BROKERS e 
203 Board of Trade Annex, New Orleans, La. 


AGENTS 














Equipment to buy? 
Equipment to sell? 
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AND TEA INDUSTRIES help you. 
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San Francisco 


(Continued from page 83) 


the Pacific Tea Bag Co., was a visitor 
here last month on a trip to their offices. 
@ @ Ed Spillane said he had a card from 
Joe Bransten, of M.J.B., who was in Shiz- 
uoka, the tea center of Japan. 


eeaA. A. Young recently visited the 
San Francisco office of Corree & TEA 
Inpustries. There would be nothing 
unusual in that, other than the fact that 
Mr. Young is 92 years old and still active 
in business. He had been in coffee and 
is now in the import-export business. He 
recently attended the National Foreign 
Trade Convention at the Waldorf-Astoria 
Hotel in New York City. He is also a 
consultant in commodity financing for 
foreign and domestic business. 


Soko Sen conducts the an- 
cient Japanese tea cult 
ceremony at the Tokyo Suk- 
yaki House, San Francisco. 
Seated before him are Mr. 
and Mrs. Frederick Johnson 
and Miss Marie Conlan. At 
Soko's right is his brother, 
Yoshiharu. In back of Mr. 
Johnson is Harden Riche. 
Other guests from the trade 
include Mr. and Mrs. Frank 
Frelleson and Mr. and Mrs. 
W. L. McClintock. 


8 8 One of the most unique examples of 
tea promotion was given by Frederick H. 
Johnson, the head of Spice Islands, in 
the form of the ancient Japanese tea cult 
ceremony. The place was the new Tokyo 
Sukiyaki House, at Fisherman’s Wharf, 
San Francisco. The Master of Ceremony 
was Soko Sen, accompanied by his 
brother, Yoshiharu Sen. The restaurant 
interior faithfully carried out true Japan- 
ese design, using authentic Japanese ma- 
terials and settings, even to the cushions 
upon which the guests sat. 

Soko Sen is the 15th decendant of the 
originator of the tea ceremony, Sen Rikyu, 
who died in 1591, Sen means 1,000 in 
Japanese, and only one family can use 
the name invented for the tea ceremony. 

The ceremony took place in the tea 
chamber of the establishment. The 
guests, numbering about 25, removed their 
shoes before entering.’ They seated them- 
selves on cushions as Soko went through 
his ceremony, using ancient utensils, among 
them a glazed tea pot simple in design 
but of great beauty. Some of the tea 
cups used in the ceremony are worth 
many thousands of dollars. 

The ceremony followed a strict formu- 
la, with no room for originality or inno- 
vation. Its object was to make a formal 
ritual out of an everyday event of drink- 
ing a cup of tea. A bright green powder- 
ed tea was used. After adding the hot 
water, it was beaten into a thick froth by 
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a bamboo whisk and then served in a bowl 
like a cup. 

After the tea ceremony, the guests were 
ushered into the banquet room. They sat 
on cushions on the floor and were served 
cocktails, crabs and fish with Japanese 
wafers by the American equivalent of the 
Geisha girl. Chopsticks or fingers were 
the only means of handling the food. 

The tea ceremony had its origin in 
the religious rites of the Zen Buddhist 
and has developed into a purely social 
custom with little apparent — religious 
significance. It is now a famous and 
uniquely Japanese institution, and while 
it may seem quaint to Westerners, it is 
revered by the Japanese. Zen Buddhism 
arose originally as a protest against 
Buddhism which had grown) luxurious 
and extravagant. Zen masters stressed 
simplicity and the importance of con- 
templation in their private lives. 


Soko Sen is the head of the Ura-Senke 
School in Kyoto, Japan, where he teaches 
the tea ceremony. Both he and his brother 
were recently in Brazil, where they were 
the guests of the Brazilian government, 
which is now flying them back to Japan. 
Soko Sen is a Buddhist. In 1951 he visi- 
ted the United States and established the 
Ura-Sen tea ceremony sub-centers in 
Hawaii, Los Angeles, San Francisco, 
Seattle and New York. He is now Rikyu 
Sen XV. 

Spice Islands sponsored the affair as 

an event of general cultural interest to 
importers and processors of tea. They 
also plan to construct a Japanese tea room 
as part of their plant in South San Fran- 
cisco. Those present at the ceremony in- 
cluded Mr, and Mrs. Frederick Johnson, 
Miss Marie Conlan, Harden Richie, adver- 
tising promotion manager, friends, and 
members of the trade. 
8 8 Coffee Imports into the Port of San 
Francisco, according to Stanley Evans 
of the Board of Harbor Commissioners, 
was 5,781 tons in the month of Septem- 
ber. The same month last year it was 
11,260 tons. The total for nine months 
for 1954 is 101,061 tons, and for the same 
period in 1953 was 114,335 tons. 

In October the amount was 2,904 tons 
as against 12,620 tons in 1953. Totals for 
ten months of this year are 103,965 tons, 
as against 126,955 tons for the same period 
last vear. 


Southern California 
By VICTOR J. CAIN 


@ @ Bill Waldschmidt, of Otis McAllhis- 
ter, and his wife, Thelma, were hosts to 
Mr. and Mrs. Ted Lingle, Mr, and Mrs. 
Charlie Nonemacher and Mr. Len Koppel 
at the La Grulla Hunt & Fish Club, 
located outside of Ensenada, Mexico, over 
the Labor Day weekend. Each was able 
to get in a good share of fishing, and 
all had a delightful time. 

8 8 The Los Angeles Coffee Club held 
a dinner dance at the Huntington Hotel, 
Pasadena, and from all reports the affair 
was a huge success. Those attending 
were Mr. and Mrs. Ted R. Lingle, Mr. 
and Mrs. Andrea S. Mosley, Mr. and 
Mrs. Charles Nonenmacher, Mr. and 
Mrs. William Gloege, Mr, and = Mrs. 
Charles Josephe, Mr. and Mrs. Lorrie 
Moseley, Mr. and Mrs. Richard Moseley, 
Mr. and Mrs. Herman Landon, Mr. and 
Mrs. Walter Dunn, Mr. and Mrs. Earl 
Lingle, Mr. and Mrs. Bob Ruth, and 
Edward A. Apffel. 

ees Mr. & Mrs. William A. White, of 
the Huggins-Young Coffce Co., spent the 
weekend in Mexico at the La Grulla Hunt 
& Fish Club. 


Vancouver 
By R. J. FRITH 


eek. J. McCance, who was for many 
vears general manager of Blue Ribbon, 
Ltd., noted Canadian tea and coffee pack- 
er, has resigned. Kecently, the firm and 
the T. H. Estabrooks Co., Ltd, were 
merged as to sales operations in Canada, 
with Brooke Bond (Canada) Ltd., in 
charge of operations. Mr. McCance was 
to have gone to an Eastern city, with pro- 
motion assured, but he elected to remain 
in Vancouver with his family. 

® @ Ernie King, director of the tea and 
coffee division of the W. H. Malkin Co., 
Ltd., chose September for his vacation 
this year and he proved himself to be a 
good selector. For after a wet Spring 
and an equally wet Summer in Van- 
couver, Mr. King began his holidays in 
a burst of sunshine that looked like the 
beginnings of Indian Summer. 

® 8 Jim Murchie, of Murchie’s Tea and 
Coffee Store, on Vancouver’s Robson 
Street, was urged by friends to strength- 
en his burglar protection and put in warn- 
ing devices. He did all that, at the cost 
of a thousand dollars or so. Immedi- 
ately after, some of the night-time gentry 
broke in, robbed his safe and till of 
$1,400, and took with them a good helping 
of Mr. Murchie’s best teas and coffees. 
He plans to set up even a better system 
of protection, for his store has been 
robbed several times. 

@ 8 Chase & Sanborn’s Already Brewed 
Coffee has arrived in Vancouver. It is a 
concentrate suitable to institutions and 
concessions, and the 60-pouch package, 
yielding ten cups to the pouch is proving 
a popular seller. 

@ @ Salada Tea of Canada, Ltd., has 
added J. C. Gibson to its sales staff, and 
Mr. Gibson has been assigned to the 
restaurant trade. 
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‘“*“Manufacturing 
Processes for 
Soluble Coffee”’ 


is now available in 
booklet form 


50 cents per copy 


Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 














CLASSIFIED ADVERTISEMENTS 
Rates: Single Column '” $3.50: 1” $6.00 
2” $11.00: 3” $15.00: 4” $18.00 
Situations Wanted: 5Se per word $1 minimum. 








EQUIPMENT FOR SALE 


FOR SALE: 1—Pneumatic Seale 60/min. 
Packaging Unit 2 Jabez Burns 4 - bag 
Coffee Roaster, complete with blowers, ex- 
hausters, cooling trucks; Standard Knapp 
Auto Gluer-Sealer & Comp. belt; 1—Model 
A & 1 Model B Transwraps; 2—6” Bright- 
wood Box Machines, m.d.; Roball Sifters; 
Mikro Pulverizers; Mixers up to 7,000) Ibs. 
Partial listing. What have you for sale? 
CONSOLIDATED PRODUCTS CO., INC., 150 
Observer Highway, Hoboken, N. J. Hoboken 
3 4425-8 





EQUIPMENT WANTED 


WANTED: Packaging Line, Labeler, Cap- 


per, and Mixer Address Box 147, care of 


Coffee and Tea Industries. 


Wanted: Tea bag machine—one or more 
Give full) particulars Address Rox No. 38 
c/o Coffee and Tea Industries 


Wanted: 2nd-hand, in good condition, 
Stokes Smith or Transwrap Machine 
packing Silex Coffee. Address Box No. 34, 
c/o Coffee and Tea Industries. 


SOLUBLE COFFEE PLANTS 
DESIGNED — ENGINEERED 
20 years know how—Low Initial Cost 
High Quality Product 
HEYMAN PROCESS CORP. 


Consulting Chemical Engineers 
2954 FULTON STREET BROOKLYN 7, N Y 





BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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Wit 1955 approaching 
we send our best wishes for 
continued success to all 

our friends in the Coffee Trade, 
both in the United States 

and in the producing 
countries, together with our 
warmest hopes for personal 


health and happiness. 


OTIS MCALLISTER 


Established 1892 


310 Sansome St 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave. 129 Front St 228 King St., East 
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